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Rough Proofs 


“How long more is the war going 

last?” Gallup asked Britishers, 
anc in spite of what they must have | 
regarded as a_ strange language, 
most of them came through with 
an answer. 


to 
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John Kieran, the walking en- 
cyclopedia, is going to write a col- 
umn of general comment, and it will 
be syndicated. And in spite of hell, 
high water and paper shortages, it 
will probably sell. 
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Sports writers frequently make 
good as commentators on general 
subjects, maybe because they get a 
full supply of blood and iron watch- 
ing the modified murder that goes 
on in the prize ring. 
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Westbrook Pegler says big league 
ball clubs can get in condition just 
as easily in the frozen North as in 
the balmy South, thereby auto- 
matically resigning his membership, 
if any, in the Baseball Writers’ As- 
sociation. 


Celotex Pictures 
‘Miracle Home 


for Postwar Era 


New Campaign 

Tells Importance of 

Maintenance Market 
(Picture on Page 35) 


Chicago, Jan. 14.—With the ex- 
citing theme of “The Miracle Home 
of Tomorrow,” the Celotex Cor- 
poration is launching an ambitious 
program of magazine advertising 
designed not only to sell war bonds 
ear-marked for postwar home con- 
struction, but also to take advantage 
of the substantial 1943 market rep- 
resented by repair and maintenance 
work in homes and factories and on 
the farms. 

Thus the company is both visual- 
izing a great postwar development 
in home construction, and likewise 
giving new aid and stimulation to 
home owners and building material 


dealers by making clear the fact’ 


AMERICAN TERM 


RADIONICS | 


THE MIRACLE INDUSTRY 
Goes full speed ahead for Victory 


Wich the down of the New Year, =< 
should all strive co excel —to berer per 

form che tasks whack will aid is chore 
emang the war 


Zeanh is prowd wo be s part of the grew 
induowral force of chis cowmery whuh 
© producing War Radio snd Radions 
apperatus for our armed forces —and re. 


solves a 


Publishers, Facing 
New Cuts, Adopt 
Wartime Measures 


New York, Jan. 14.—While maga- 
zines and newspapers are slashing 
away at trim sizes and reducing 
paper weights to square off the War 
Production Board’s edict cutting 
paper consumption 10%, publishers 
are girding themselves for the shock 
of an additional cut expected to fall 
July 1. 

Fred Stone, circulation manager 
|of Parents’, who last week told 
| ADVERTISING AGE the conversion 
would be extremely difficult and 
mentioned the possibility of reduc- 
|ing the weight of paper and cutting 
| margins, has confirmed these steps. 


© cominue vo do ie wemon in 
producing the war cquipmem so vi 


ww Victory 


Faactly whar Zens is making is + mili 
tary scorer, but we can tell pou we are 
dealing wth the ching we know bes 


Radw sad Redroans cnc husrvehy 


To the milkoes of Zenuh ov eer — wo a 
many trends in che imduatry — 00 ots dis 
tributors and dealers Zeamh sishes che 

bent of everythong for the year to come 
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SETTER THAN CASH 
U. S. WAR SAVINGS 
STAMPS AND BONDS 


ow RADIO 


RADIONIC PRODUCTS EXCLUSIVELY 
WORLD'S LEADING Manuractuat® 


Radionics — American-born word which 
means the same thing as the British-orig- 
inated “electronics'’—gets a boost in 
this Zenith Radio Corp. copy, which was 
carried in year-end financial editions of 
dailies in major cities. The industry may 
decide to substitute the less familiar 
word in future advertising. 


|Management Group Peers 
Into Future of Marketing 


Huge Opportunities, 
Many Dangers Seen 
for Business 


Chicago, Jan. 15.—The marketing 
world as it is today, and as it prob- 
ably will be in the postwar era, was 
given a thorough going-over here 
yesterday and today by several 
hundred marketing and _ business 
executives attending a wartime 
marketing conference of the Amer- 
ican Management Association. 

Representatives of WPB and OPA 
delved into the reasons for, and the 
philosophy behind such currently 
important topics as industry concen- 
tration, standardization and simpli- 
fication, rationing and price control, 
while representatives of business 
explored the internal problems of 
the war and postwar periods as 
they affect merchandising and mar- 
keting. Details of the government 
messages are presented elsewhere in 


that in 1943, due to the tapering off | 7 ’ \“We will not let Parents’ Bo down | this issue. 
ee 9 |of military and industrial construc- n 0 ease on any = = have to, jw — Salesmen and Postwar Planning 
j eT: ino | «6 . . . s Oo 
Advertising men with country|tion, the broad line of Celotex If another order comes throug 


| building products will be available 


homes, now trudging in snow and 
darkness to their suburban trains, | 
can understand what the farmers | 
meant when they objected so| 
strenuously to daylight saving. 
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Many automobile dealers are 
making more money, by paying at-| 
tention to their service depart-| 


on a much more generous basis for 
domestic and farm use. 
Celotex, which has been produc- 


by Heinz; Program — 


ing for war use up to the capacity 
of its greatly enlarged plant facili- 
ties during the past year, feels that 
the time has come both to promote 
its products for immediate con- 
sumption on the home front, and 


| 
| 


Stays on NBC Net 


: Yor. Jan. 13.—A runing’ 
battle between H. J. Heinz Company | 


| we'll have to cut some more. Every- 


An _ interesting suggestion that 
|salesmen or field engineers be con- 
\sidered for membership on their 
|companies’ postwar planning com- 

McCall’s will not be affected in | Mittees was advanced at the confer- 
the amount of’editorial material run | ©" by William R. Moore, general 
with the exception of the elimina- | 54les manager, abrasive division, 
tion of one ‘ashion page each Norton Company, Worcester, Mass., 
month. Weight of paper will be 


body will have to cut.” 


Drops One Fashion Page 


ithe opening speaker. 
“Assuming that this war will last 


Tikvah age oe 


and Lever Bros. Company over cus-| reduced from 47 to 43 pound stock. , om : i. hae ‘ 
tody of “Information Please” ended | Tests currently under way reveal | anot ~ gee : «lho ech 
officially today when Dan Golen-|entirely satisfactory reproduction | ¥°@?S: he said, your field engineers 
paul, producer of the radio quiz! results for both black and white and |should be brought together period- 
| program, announced that Heinz will | color printing. jically and apprised of all known 
assume sponsorship following the| Redbook, also a McCall publica-|C¥FTENt changes in production 


ments, than they used to when they ‘also to paint a glowing picture of 


| ; , ~ thi af 
were selling lots of cars. Maybe red | pa he pe Ye am or be 
ink, too, is just a state of mind. Renee " a 
;now to be dramatized in its maga- 


a |zine advertising. 


They’re planning to bring out the 
old tallyho to carry golfers to the 
greens next summer, and most of 
the boys are confident that at worst 
they'll be able to make the nine- 
teenth hole. 

oe 


Everybody was glad to learn that 
Kate Smith’s reported illness was 
not nearly as serious as it seemed 
to be. When Kate gets sick, she’s 
bound to take in a lot of territory. 
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Rough Proofs takes it all back. 
With the lovely exhibits offered by 
publishers, it can now be admitted 
that it is entirely possible for a 
beauty editor herself to be beauti- 
ful. 
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Publishers are struggling to meet 
paper reductions by cutting mar- 
sins, weight, etc., and Ralph Nichol- 
on even makes the brash sugges- 
tion that editors junk some of the 
‘rash they’ve been printing. 
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The best story of the week is the 
lefinition offered by an eight-year- 
‘ld girl of a maternity dress, which | 
she described in simple but con- 
vincing terms as a zoot suit with a 
rape drape. 
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After seeing the tremendous hit 
nade by “This Is the Army” in 
‘ities all over the country, it won’t 
surprising if the chorus girls’ 
inion petitions Congress to keep the 
oldier boys on the firing line. 
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Eddie Flynn, the paving block 
‘ing, wants to be a roving ambassa- 
ior in the Southwest Pacific. His 
dea, apparently, is to rove just as 
far as possible from Albany and 
Gov. Dewey. 


Copy Cus. 


Varied Media List 


The story will be told in a double | 


page spread in the Jan. 23 issue of 
The Saturday Evening Post, ‘with 
another spread following in the Feb. 
13 issue of Collier's. February issues 
of leading shelter magazines, in- 
cluding American Home, Better 


Homes & Gardens, House & Garden 


and House Beautiful, will likewise 
carry the news of Celotex plans for 
the present and the future, while a 
substantial list of farm, architec- 
tural, building and industrial pub- 
lications will broadcast the program 
into many special markets. Other 
general magazines like Parents’ and 
Pathfinder will be used, and in ad- 
dition acoustical products will be 
promoted through a campaign run- 
ning in Fortune, Newsweek and 
Time. Altogether 94 magazines, 


| farm papers and business papers are 


on the 1943 Celotex list. 
In the opening smash in the Post, 
Bror Dahlberg, president of the 


|methods in different industries—ac- 


final broadcast for Lucky Strike|tion, effective with the June, 1943, 
cigarets on Feb. 15. issue, will go on sale on the first of 
_ While no booking has been defi-| the month of the date of, issue, in- 
|nitely made, the program should | stead of one month previous to date 
have its new airing Feb. 15, over the of issue. To effeet. this change a 
|National Broadcasting Company|short transition ‘period will 


be |>Y your own company 


quainted with new products their 
former customers may be planning 
to inaugurate and told of new prod- 
ucts and new plans being developed 
. Your 


|network, with later broadcasts on|necessary during which the March|;™en In sales field work should be 


'Monday from 10:30 to 11 p. m.,| issue of Redbook will go on sale as 
EWT. The 
|described as “mainly institutional.” | go on sale on April 21. 
Heinz has contracted the show for | 
a period of 44 weeks, incidentally| Street & Smith publications, have 
providing an eight-week summer/|cut trim sizes from 8% by 11% 
vacation and the first break expe-| inches to 8% by 11%. Several other 
rienced in more than five years. — & Smith publications which 
(Continued on Page 29) (Continued on Page 32) 


Last Minute News Flashes 


Armour Steps Up Magazine Drive with Service Copy 
Chicago, Jan. 15.—With the addition of a new service campaign show- 
ing how to make the best use of available meats, to break in mid-Feb- 
ruary, Armour & Co. will run the most extensive magazine campaign in 
its history. 


| 


Mademoiselle and Charm, both |Conversion 


| 


permitted to inform men in other 


format will be the} usual on Feb. 1; the April issue, on | duration jobs about current 
|same and commercials have been| March 10 and the May issue will | Changes ces 


“All of our customers will need 
help and advice. Is 
there any better method of develop- 
ing good will and assurance to your 
own company of postwar markets? 
Furthermore, a plan of this kind 
will emphasize the fact that private 
industry is capable of doing a real 
postwar planning job in the field 
where our government cannot easily 
operate and, we hope, does not wish 
to operate unless private industry 
fails.” 


Only 50% Out Selling 


Only 50% of salesmen of all in- 


The “Food for Freedom” series launched last August will|qustries are still covering their ter- 


company, presents an eloquent fore-| be continued, with the new “home front” copy intermingled in the 14 | ritories, Mr. Moore reported, with 


cast of the better things which 


| national magazines on the schedule. Full pages in color, except for The 


10% now in the armed forces and 


Americans will enjoy in the postwar | American Weekly and This Week, where 1,000 lines appear, will be used. ‘the possibility that it will be 25% 


world, as a result of researches of 
industry during the conflict. 
“In the laboratories and on the 


|drawing boards of American free 


industry,” he says, “the foundations 
(Continued on Page 31) 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Admen in the Armed Forces 15 
Canadian Magazine Linage 31 
Diary of an Ad Man 30 
Earnings 20 
Editorials . 12 


Farm Paper Linage 


| Foote, Cone & Belding is the agency. 


; 
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Chicago, Jan. 15.—The car card franchise of the Chicago Surface Lines 


Chicago Car Advertising Gets Surface Lines’ Franchise | 


before the war ends; 15% have been 
released, and 25% have been con- 
verted to other work. 

Sales staffs, particularly of indus- 


will move from National Transitads over to the Chicago Car Advertising | trial companies which require en- 
Company, under a one-year contract starting Feb. 1, it was learned today. |8ineering and service ability, have 
| Chicago Car also holds the franchise for advertising on the city’s elevated Many vital tasks to perform during 
lines, motor coaches and on the suburban service of a number of railroad |the war, he declared, incidentally 


lines. 


Arthur Kudner in England on U. S. Mission 


j 
| 


has gone to England as a member of the W. Averell Harriman mission, 


New York, Jan. 15.—Arthur Kudner, president of Arthur Kudner, Inc., | 


28 it was learned here today. Mr. Kudner left shortly before Christmas on | geceribe 


|suggesting that the substitution of 
“service” for “sales” and of “engi- 
neer” for “salesmen,” might be help- 
ful for the duration. He emphasized, 
however, that these titles should be 
adopted only when they accurately 


- 4 : “tad functions, and not as a 
Getting Personal 26\a highly confidential mission whose purpose has not been disclosed. subterfuge. 

Information for Advertisers 12 Donald R. G. Cowan, manager, 
Magazine Linage 


24 
35 
19 


Photographic Review 
Postwar Planning 
Private Lines 

Rough Proofs 


Voice of the Advertiser 16 
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| Rogers Leaves Benton & Bowles for Government Post 


commercial research division, Re- 


New York, Jan. 15.—James G. Rogers Jr., vice-president and general | public Steel Corporation, Cleveland, 


domestic operations for the Office of War Information 


gg 


29| manager of Benton & Bowles, will take an indefinite leave of absence presenting an exhaustive and com- 
1| from the agency to serve as assistant to Gardner Cowles Jr., director of |prehensive outline of what and how 


jto approach postwar planning, as- 
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January 18, 1943 


serted that there are three basic rea- 
sons why studies of postwar prob- 
lems should be begun immediately. 


Give Postwar Plans 


They are time-consuming and 
should not be hurried; as the find- 
ings become available, wiser deci- 


sions may be made which will pro- | 


foundly effect the armistice period | gested procedure for such a com- 


and the subsequent periods; by gain- 


companies having diversified prod- 
ucts and markets, the committee 
plan—operating either formally or 
informally—is the most advisable 
method of approaching the prob- 
lems.” 


Outlines Studies Needed 


Outlining the advantages and sug- 


mittee, Mr. Cowan urged that the 


‘of each of these six points, Mr. 
‘Cowan warned that caution must be 
|exercised in every step of the post- 
war planning process; that alterna- 
tive plans for various projected lev- 
‘els of business activity and national 
income are advisable; that careful 
‘study must be made, in the field 
'where possible, of new products de- 
| veloped in the laboratory; and that 
the postwar problem, while an inte- 


ing a clear understanding of the|commercial research or a similar | 8ral part of the current problem of 


probable postwar conditions, 
agements of individual businesses 
may set about to cushion the effects 


given the assignment of keeping the 
committees working, and, in addi- 


of these conditions and be prepared |tion, of studying other related prob- 


to satisfy promptly 
markets for their products. 

In planning to cope with postwar 
conditions, Mr. Cowan said, man- 


agement should divide them into|existing after World War I as a| 


three distinct groups: finance, pro- 
duction and marketing. 
practical,” he said, “to establish a 
pattern for all companies to follow 
in gaining for their executives an 


understanding of the postwar prob- | 


lems which must be met. Each in- 
dividual company must choose for 
itself whether the committee plan, 
as used in some of the larger cor- 
porations, will prove more advisable 
than the appointment of one indi- 
vidual or the designation of a par- 
ticular department. . . We in Re- 
public feel that, in the larger 


“It is im-| 


the changed | lems. These he listed as follows: 


1. Measurement of probable post- 
war capacity. 
2. Study of postwar conditions 


|partial guide to the future. 
| 3. A statistical analyisis of past 


| 


itrends in related industries as a 
/partial basis for postwar market 
|estimates. 


| 4. The analysis of changing mar- 


kets. 
| 5. The development of new prod- 
lucts and the knowledge of the 
probable markets for them. 

| 6. The reduction of marketing 
expenses and stepping up of mar- 
keting efficiency through a careful 
|study of the sales organization. 

| Presenting a 


detailed discussion | 


man-|department within the company be | Winning the war, is in turn divisible 


|into the “armistice” period in which 


Fate of Brands 


in Concentration 
stil Undecided 


Government Speakers 
Explain OPA, WPB 


Consumer Moves 


the major effort will be to produce 
the goods and services for which a 
‘backlog of demand is now being 
|built up, and the longer-term period 
|when the world has returned to 
|something approaching normal. 


Foreign Trade a Problem 


In this latter connection, Mr. 
Cowan emphasized that foreign 
markets are as yet an unknown fac- 
tor in postwar market predictions, 
and that while potentially large 
markets for all types of goods un- 
doubtedly will exist in the devas- 
tated countries of the world, a num- 
ber of unsolved problems confront 
the planner in this field. 

“Are we willing,” he asked, “to 
become sufficiently internationally- 
|minded as a nation to permit pay- 
(Continued on Page 30) 


“YES, WE HAVE NO BANANAS” 


Banana boats are hauling other things these days. Also we 


Busy industrial Toledo plus its 
compact trading area form 
Ohio's DOUBLE VALUE market. 
The Blade covers thoroughly 
and effectively Toledo and the 
other buying centers in its ABC 
territory. 


have a lot of “no this” and 


necessity . 


Meantime, direct contact w 


Newspaper advertising creat 
brand in the first place . . 
can hold that position for 


boats start running again. 


“no that” in retail stores. 


To experienced merchandisers the current situation con- 
tains no terrors. Present scarcity is a temporary war 


. and the war will end some day. 


ith the consumer market can 


be maintained through newspapers. 


ed consumer demand for your 
. and newspaper advertising 


your brand until the banana 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL 
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BLOCK AND ASSOCIATES 


| Chicago, Jan. 14.—No program of 
industry concentration can be 
| pleasant, Arthur R. Burns, OPA 
| deputy director for programs, told 
the American Management Associa- 
tion here today, but under present 
conditions there is no alternative. 
Reviewing the multitudinous 
problems facing those charged with 
the concentration job, and empha- 
sizing that every effort is being 
made to move wisely and fairly, Mr. 
Burns also revealed that many 
problems of direct concern to busi- 
ness still remain unanswered. 
“Concentration affects distribu- 
tion,” he = said. “Manufacturers 
whose plants are closed are not 
necessarily compelled to sever con- 
nections with their former custom- 
ers and temporarily abandon their 
trade names, although these sacri- 
fices may be necessary. No definite 
|decisions are available as to this 
matter. Policy cannot be estab- 
|lished until actual situations are 
| presented. 


Decided by War Demands 


“Nevertheless some very broad 
| principles are available. Trade re- 
lationships will be upset only where 
necessary. . . In some industries if 
closed plants receive no goods, cer- 
tain areas may be temporarily with- 
out supplies. WPB will endeavor 
'to prevent such unequal distribu- 
‘tion. Some manufacturers’ dis- 
tribution organizations perform 
‘valuable repair and maintenance 
services, and the board has no in- 
tention of destroying these organ- 
izations unless war demands neces- 
sitate it. 

“Policy with regard to brand 
names is equally undeveloped. Bi- 
cycles now carry no brand names, 
|but stove manufacturers, having 


i 


ties, and said that OPA has no jp. 
tention of duplicating existing wor, 
in this field, but will use standarg, 
already set up by governmental anq 
other bodies, and will have testing 
done by existing laboratories. 
“Any standardization program,” 
he said, “will naturally reduce the 
number of types, styles and varie. 
ties. In the great majority of cases 
however, it is expected that there 
will be as many varieties offered a, 
necessary to satisfy wartime needs 
of consumers. The essence of 
standardization is not regimenta- 
tion, but controlled variation.” 


Price Is Major Factor 


“I think it should be made per- 
fectly clear that the sole purpose of 
developing and using standards for 
consumer goods so far as our work 
in OPA is concerned (aside from 
their use in rationing) is to deline 
quality in order that price can be 
closely related to it,” Mr. MacLeod 
said. . . “The use of standards is, 
therefore, in no sense a ‘reform’ 
but is simply a necessity for ade- 
quate price control. Experience has 
shown that such a use of standards 
and labeling does not imply the 
suppression of brand names. 

“In general, I think it can be said 
that while manufacturers and sel- 
lers will naturally have to make 
adjustments in marketing practices, 
those who distribute products which 
give fair quality at fair prices have 
little to fear from standardization 


and simplification as it is being 
worked out in Washington.” 
A. O. Buckingham, vice-presi- 


dent, Cluett, Peabody & Co., de- 
clared that the need for price regu- 
lation of some kind is apparent to 
all, and praised Leon Henderson 
for his activities in this direction. 
He emphasized, however, that uni- 
form price ceilings for products 
throughout the country will be a 
considerable improvement over 
existing conditions. 

In its own case, Cluett, Peabody 
has deliberately attempted to main- 
tain its set prices for products, de- 
spite rising labor and material costs, 
because it believes this to be the 
patriotic and intelligent thing to do. 
He reported that his company has 
had to set up its own rationing and 
allocation formula to solve the mer- 
chandise shortage problem, and also 


'been limited in materials, are not 
prevented from placing their names 
lon their product. The pressure of 
war is very likely to require the 
simplification of many products, 
and manufacturers may prefer not 
|to use their names. In some indus- 
tries it may prove difficult to main- 
|tain all brands and be unfair to 
|maintain some. The primary test 
will be the potential gain to the war 
| program. The release of labor from 
distribution may necessitate the 
| concentration of the distributive as 
well as the productive activities of 
manufacturers.” 


| Asks All-Industry Study 


Reporting that a WPB committee 
/On concentration has called for a 
preliminary study of all civilian in- 


dustries, Mr. Burns said that this 
committee “has so far finally ap- 
proved only two _ concentration 


schemes, in the farm implement in- 
dustry and for the Puget Sound sec- 
tion of the pulp and paper industry. 
Prior to its appointment, curtailment 


|orders had been issued which in- 
,volved concentration in the type- 
writer, bicycle and stove indus- 
tries.” 


Willis S. MacLeod, chief of tech- 


nical operations, standards division, 


OPA, declared that the problem of 
price 
activi- 


deterioration under 
required standards 


quality 
ceilings 


| that the company’s salesmen have 
| been warned against developing too 
|cocky an attitude. 

The related selling plan which 
Cluett, Peabody developed and mer- 
| chandised strongly several years 
jago has proven of special value 
|}under price ceilings, Mr. Bucking- 
iham revealed, since it has helped 
|dealers cut down on display space, 
|reduce overhead, increase the aver- 
age sales check, and in many ways 
reduce sales expenses, thus giving 
them a better chance of survival 
under price squeezes. 

C. L. Christenson, regional price 
executive of OPA, reviewed the 
reasons for price control and the 
philosophy behind their application, 
and Edward F. Stegen, regional 
rationing executive, OPA, did 4 
similar job on rationing, which he 
described as the most maligned and 
misunderstood problem of the war 


Distributes ‘Warrior’ 
The Navy Department’s incentive 
division has ordered 2,500 copies of 


the Dec. 1 issue of the “Ponti: 
Warrior,” house organ of Pontiac 
Motor Division, for distribution + 


editors of employe publications. T! 
Navy commended Pontiac upon i' 
handling of the blood relationshi 
between fighter and worker in th 
publication’s regular “Fathers an 
Sons” feature. 
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Wiruias B. Ocpen, New Yorker, was 
go when he first visited Chicago in 1835, as 
agent for Eastern land buyers; became its first 
mayor two years later. He prevented the 
repudiation of debts in the panic of ’37 and 
almost single-handed rescued the young city. 
He was Chicago’s first capitalist, built the 
Galena & Chicago Union, one of the first 
railroads running out of Chicago, now part 
of the Chicago & Northwestern system .. . 
An avenue and several other institutions still 
bear his name. 


- < —_ 


R. T. Crane, born in Paterson, N. J., 
worked in a cotton mill when he was nine; was 
apprenticed to a brass founder in Brooklyn at 


fifteen; started his own foundry in Chicago 
in 1855, at the age of twenty-three . . . supplied 
pipe and plumbing fixtures to the world, 
helped make modern sanitation a reality . . . 
and left the great Crane Co. 

FERNANDO JONES, emigrated from Buffalo 
to Chicago in 1835 when he was fifteen; later 
took over his father’s hardware and land busi- 
ness, built up a vast practice in untangling 
early land titles. He died in 1911, but his firm 
lives on—in The Chicago Title & Trust Co. 

Maurice L. Roruscui_p, European born, 
was fourteen when he got his first job in 
Chicago in 1878, stock boy in a clothing house. 


"Newcomers to Chicago-” 


He clerked in a Springfield store, started in 
business for himself following railroad crews 
with a wagon of supplies, opened a store in 
Seneca, saved his money ...And in 1904, came 
back to Chicago to start the mens’ wear store 
that is a State Street monument today ... He 
never lost faith in Chicago, took tax-anticipa- 
tion warrants at full face value from municipal 
employees during the critical Depression 
years, left a city of friends when he died in 1941. 

Moses BEnsINGER, born in Louisville in 
1839, came to Chicago at thirty, representing 
a man named Brunswick who made billiard 
tables. Later he induced a manufacturer 
named Balke, from Cincinnati, and a New York 
manufacturer named Collender, to merge into 
Brunswick, Balke, Collender Co. . . . which 
through his efforts became the first in its field, 
survives under the direction of his grandsons. 


Joun R. THompson, farmer’s son from 
Vermillion Co., Ill., was a twenty-six year old 
small town merchant when he came to Chicago 
in 1891. Dissatisfied with city meals, he decided 
to start a good, cheap restaurant. . . which led 
to the famous chain of lunchrooms still serving 
Chicago, under the management of his son. 


Time has hallowed their names. Legend 
has gilded their memories. But, remember, 
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State Street was gay with bunting on the opening 
day of the Columbian Exposition in 1893 


once these great of Chicago’s past were young 
and poor and eager, newcomers to Chicago... 
In a small, struggling city . . . they found 
Opportunity; contributed much to Chicago, 
and Chicago contributed much to them. 


In the second city of the nation, there is 
still opportunity and rich reward for anybody 
who has something to contribute to Chicago. 
Witness this new newspaper. 

The Chicago Sun ended its first year with 
more circulation than any new newspaper 
ever had in a similar period—over 300,000 
daily, 400,000 Sunday. 

And in the same period, with advertising 
generally on the decline, The Sun has carried 
almost 8,000,000 lines—more than many an 
old established big-city newspaper can show. 

The Sun’s progress came from the kind of 
people who make all progress, want something 
better, pay well for it! And the people who 
have made The Sun what it is in such a short 
time are not only a large part of the Chicago 
market—but the most important part of it. . . 
They make opinion. They are influence. With 
them on your side, no worthwhile goods or 
service can fail of recognition and reward in this 
market . . . The Sun is the best and quickest 
access to them... Ask the Branham man! 


THE CHICAGO SUN 


THE BRANHAM COMPANY, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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ADVERTISING AGE 


January 18, 1943 


Dyke Takes Army 
Post; Dudley Is 
Successor in OWI 


Washington, D. C., Jan. 14.—Ken 
R. Dyke, chief of the bureau of 
campaigns of the Office of War In- 
formation, resigned today to accept 
a commission as a major in the 
special service division of the Army 
services of supply. He immediately 
reported for active duty. 

H. Andrew Dudley, deputy chief, 
was advanced to acting chief of the 
bureau. 

Maj. Dyke’s shift to the War De- 
partment dissolved a working team 
which has, during the past six 
months, made great advances in 


OWI CHIEFS TAKE NEW POSTS 


Seem 


Discussing a poster with Gardner Cowles Jr., in charge of OW! domestic opera- 
tions, (center) are H. Andrew Dudley, just appointed acting chief of the bureau 
of campaigns, and Ken R. Dyke, who has joined the Army services of supply. 


bringing the resources and skills of 


the advertising business into the 
planning and timing of the domestic 
war information program. 


Joined OFF Last June 


An outstanding figure in adver- 
tising, Maj. Dyke had served as 
director of national sales promotion 
of National Broadcasting Company 
and advertising manager of Colgate- 
Palmolive - Peet Company before 


entering the government service 
last May as advertising director of 
the old Office of Facts and Figures. 

When the OFF was merged with 
several other government informa- 
tion agencies to form OWI in July, 
he was selected by Gardner Cowles 
Jr., deputy director in charge of 
domestic operations, to head the 
newly-formed campaigns bureau, 
which served in the dual function 


of a planning and _ coordinating 
group for the entire domestic infor- 
mation program and of liaison with 
advertising. 

Mr. Dudley, who will serve as 
acting chief of the bureau pending 
an imminent reorganization of cer- 
tain activities of the domestic 
branch, has played an important 
role in the government’s utilization 
of advertising. He is a 32-year-old 


| veteran in civilian war administra- 
tion. 

First entering government service 
in 1933 as aide to Arthur D. White- 
side, deputy administrator of the 
National Recovery Administration, 
Mr. Dudley served as administrator 
of the advertising service codes. 
Following dissolution of the NRA he 
joined the Barron G. Collier organi- 
zation, moving on to Rogers, Kel- 
logg & Stilson, New York agency. 

In 1938 he played a key role in 
the organization and promotion of 
Townsend and Townsend, who 
stirred up one of the most spectacu- 
lar controversies in advertising by 
announcing their plans for pre- 
evaluating advertisements. 

One of the first major advertis- 
ers to enlist the Townsend services 
as the result of an ADVERTISING AGE 
advertisement, which pulled hun- 
dreds of replies enclosing $5 checks 
for a book costing 47 cents to out- 
line the plan was the Wm. Wrigley 
Jr. Company. Mr. Dudley went to 
Wrigley as Townsend evaluator, 
and soon assumed the creative di- 
rection of Wrigley’s advertising with 
the newly-created title of consumer 
sales director. He took leave from 
Wrigley in 1941 to become advertis- 
ing liaison for the Army’s bureau of 
public relations, moving thence to 
the Office for Emergency Manage- 
ment’s division of information and 
Owl. 

The present bureau of campaigns, 


HE South achieved a 
production exceeding 
again in 1943, the increa 
for food, fiber and oil 


mate victory as essential 
SOUTHERN AGRICU 


spokesman of the agric 


1. For complete co-operation by all 
Americans to wip the war as soon 
as possible and to secure a perma- 
nent peace. 

2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
tic funds. 

3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 
4. To secure first-class educational 
opportunities for all rural youth. 


S. For rehabilitation of the coun- 
try church. 


Southern 


LOS ANGELES 


NASHVILLE 


important in our war economy for ulti- 


helping the Southern farmer to meet the 
critical Food for Freedom 
greater farm production. 


The 1943 Vitality 


of 


Southern Agriculturist 


goal in 1942 farm 
all records, and 
sed war demands 
crops will be as 


war implements. 
LTURIST, as the 
ultural South, is 
program for 

the South. 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight... 


6. For widespread, profitable use 
of modern equipment, and the ac- 
celeration of rural electrification. 


7. For strong active organization 
of farmers, by farmers, for farmers 
to advance the interests of agricul- 
ture, and to promote better under- 
standing and co-operation between 
agriculture, industry and labor. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will include adequate medical ser- 
vice for everyone. 


or 
| ? 
ts reed by 2 out of every $ 


White Farm Families in the South 
NEW YORK 


Serving nearly a MILLION farmer sub- 
scribers from Virginia to Texas, SOLTH- 
ERN AGRICULTURIST advocated man- 
power recognition of the farm worker in 
order that he may produce food and prod- 
ucts for the allied nations. 

It is this new 
publishing history that makes SOUTH- 
ERN AGRICULTURIST 


agricultural thought and development in 


vitality in 75 years’ farm 


the 


leader of 


under a new name, is expected to 
perform an increasingly important 
role in OWI reorganization plans 
now under discussion. 


Merchants Discuss 
Problems at 5-Day 
Wartime Meeting 


New York, Jan. 14.—Since nearly 
‘half of consumers’ expenditures 
|go for food and housing and 
|since these outlays can only de- 
jerease by a very limited amount 
from current levels, consumer ex- 
penditures for other goods and 
services must fall to a proportion- 
lately greater degree, declared Ed- 
| ward T. Dickinson Jr., executive 
director, planning committee, War 
|Production Board, at the opening 
\session of the National Retail Dry 
|\Goods Association’s five-day war- 
‘time conference on Monday. 
| Consumer expenditures for items 
“such as drugs and toilet articles, 
clothing and dry goods, gradually 
will decline to a level in the second 
half of 1943, equivalent to that of 
the second half of 1940 or 1939, 
which is not too bad, added Mr. 
Dickinson. Consumer durable goods, 
which have already been hard hit, 
will face further curtailment as the 
available supply dries up. In other 
words, consumer outlays in the sec- 
ond half of 1943 will approximate 
those in the second half of 1940 for 
non-durable and semi - durable 
goods. 


Manpower a Major Problem 


Mr. Dickinson emphasized that 
one of the immediate problems of 
retailing today is manpower. “With 


well over 6,000,000 people employed 


10. To promote the work of tax 
supported agencies, rendering ser 
vices vital to agriculture, and 
eliminate wasteful duplication o 
effort. 


11. For greater opportunities fo 
deserving farmers to own home 
and other farm property; for bette 
rural housing and for fair long 


term leasing agreements between | 


landlords and tenants. 


12. For an all-out aggressive pro- 


gram to give the farmer equal buy 


ing power with other segments of 


national life. 


Frourctar O. Gormagy— 


President ond Publisher 


Agriculturist 


CHICAGO 


DETROIT 


|in commercial distribution, there is 
|little doubt that employes of the 
retail trades will be considered a 
pool of manpower that can be drawn 
upon for expansion of war purpose 
and essential civilian production.” 

The question of manpower was 
further stressed by Mrs. Anna Ros- 
enberg, regional director of the War 
Manpower Commission, when she 
called attention to the reservoir of 
30,000,000 middle-aged and elderly 
women and girl students at a morn- 
ing session of the merchants. Gov- 
ernment spokesmen added driving 
force to the subject by saying that 
because of the growing manpower 
shortage retailers must recruit sales 
forces from among the nation’s 30,- 
|000,000 housewives and girl stu- 
dents. 

E. H. Scull, president, E. H. Scull 
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ing 1943. Orders are being placed 


itions of the personnel problem as 


Company, this afternoon analyzed cmicaco 
for NRDGA members the availa- — my 
bility of consumer merchandise dur- Sa Panes? 


— 


a 
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he said, and there is more buying 
for future delivery than last yea, 
Discussing the complexities of the 
situation, Mr. Scull cited the woo) 
problem which was described a, 
extremely serious last year at thi, 
time. “However, during the year” 
said Mr. Scull, “much larger ship. 
ments than anticipated were re. 
ceived from Australia which, to. 
gether with the savings created by 
the restrictions of limitation orders 
has resulted in a much easier posi- 
tion than last year at this time.” 
The position and function of sales 
promotion in the retail picture fo; 
the duration was touched upon by 
Thomas Jefferson Twentyman, ad- 
vertising manager and sales promo- 
tion manager of Loveman, Joseph 
and Loeb, Birmingham. Mr. Twen- 
tyman encouraged the retailers by 
saying, “For the first time in a quar- 
ter of a century the public is fast 
becoming convinced that the term 
‘service’ is not an all-elastic word 
with an everlasting give in it. Sales 
promotion should see some tremen- 
dous possibilities in this new atti- 
tude of the store’s customers.” 


Must Explain Credit Rules 


One of the functions of sales pro- 
motion should be to explain the rea) 
soul of the new -redit regulations, 
Mr. Twentyman added. Customers 
understand that if you buy in Janu 
ary your account is not actually 
frozen until after March 10. He 
whimsically alluded to the recent 
Lucky Strike cigaret teaser cam- 
paign over “Information Please” by 
saying, “In other words, to para- 
phrase a well-known cigaret com- 
pany’s wartime package strategy, 
we in sales promotion might very 
well put up a sign in our offices: 
‘All kinds of merchandise that have 
not gone to war as yet must be kept 
in good condition.’ ” 

One of the most important solu- 


seen through the eyes of sales pro- 
motion is the getting of sales people 
into the departments they like best, 
where they like to handle that par- 
ticular kind of goods. Sales promo- 
tion must endeavor to see that wage 
earners are encouraged to buy the 
best, he continued. 

B. Lewis Posen, publicity director 
of Hochschild Kohn & Co., Balti- 
more, was elected chairman of 
the sales promotion division of the 
NRDGA for the coming year. Alan 
A. Wells, advertising manager of 
Kaufmann Department Stores, Pitts- 
burgh, was elected vice-chairman, 
and Barclay Newell, publicity direc- 
tor of the William Taylor Son & Co., 
Cleveland, was elected secretary- 
treasurer. 


Hennessey Named 
Postwar Plans Editor 


William J. Hennessey has been 
appointed architectural and building 
research editor of American Home, 
New York. Mr. Hennessey’s depart- 
ment will promote planning today 
for postwar homes. 


Precimet Names Best 
Precimet Laboratories, maker of 


chemicals, has appointed Frank Best 
& Co., New York, to handle its 


advertising. 
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Largest January issue ever—advertising rev- 
enue and circulation. 


Largest February issue ever—advertising 
revenue and circulation 


and 


March advertising revenue the 
largest of ANY issue in entire 
history of company. 


FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS ¢ ROMANTIC STORY ¢ MOTION PICTURE ¢ MOVIE STORY « HOLLY WOOD 
FAWCETT PUBLICATIONS, INC. «+ 1501 BROADWAY, NEW YORK 


CHICAGO ee LtdO Ss ANGELES e SAN FR AN ClS C O 


Se ce ee! Si fens Togs giacs ; in Re nt Seite yee ‘s: i ¥ 
¥ ie dc ey : ar ae Ty ais eto ee * ¢ sea mY se Resse 4 o 
i€ s ec : ees sg Va me PV ity ah Se oe aS Re = eae ee 7 ci clea ere ’ as 
Ch a, 4 sie eo AM ’ Jas = 5 eis. r ¥ “ “e is Y 4% ry x 
5 Po 
ee = a 
~— — ~ a a 
ing — 
ae 
: iy ee 
he ’ F : ess 
as 
his 
"ied : 
ip. 
re. ’ 
to- 
by 
TS, 
Si. 
7 
les i ad 
for = 
by a 
ad. Pe Se 
no- geo 
ph iii 
en- 
by 
ar- 
‘ast 
Tm 7 
ord 
les ' 
en- 
tti- 
ro- eB 
ea] 
Ns, he 
ers 
nu 
ally a a 
He Me | 
ent (ne, és 
im- ae 
o 
by a 
ra- re r 
ym- null 
BY, b. 
ery Ps 
eS: ' 
ave 
ept ; 
lu- 
as ; 
Tro- 
ple 
est, 
ar- & - 
no- b) 
age 
the 
>tor ; 
Iti- Pei. 
of oO 
the b 
an 
of 
tts- 
lan, 
rec- 
Co., 
iry- 
<a 
een 
ling 
me, 
art- rue 
saad onjes<ions 
- a 
y 5) > 
| © TROMAype | 
i g 24 He ] ° STORY ———" 
- of 2 gt ee _ 
+ 4 -r a _ 
1ts ..™ ; ee Ps 
a © heremyllnal “ 
wa MOVI . aie 
bs - J ~ Coal pes = 
e « @\' & oe . 
ao 9 aa 
ee ied ake 
: oe er ; — «a a ey 
= a ee —_ aie 
ee 
ee & : 
ice. 
es 
Ws, 
iit i 
“ad 
5) aa 
eae 
7] “Seer 
ons Arce 
us a. ay 
= gs 
‘woo 
, . er 
Sa 
ee. 
e.* 
om 
; : be. ' 2 - : rok aa, . 3 ; 7 7 a 
» -_—" , @ , - “i —— r ae 4 bree 
= Ree Nae ee ras a =P : : i a“ _— 


6 


ADVERTISING AGE 


January 18, 1943 


J-M Program for 
Improving Dealers 
Carries on in War 


Company Continues 
Toward Goal Set Up 
a Decade Ago 


Chicago, Jan. 15.—Here’s a pic- 
ture of the building material dealer 
that Johns-Manville Sales Corpora- 
tion has been attempting to develop 
for 10 years, and hopes to materi- 
alize some day, as presented to the 
American Management Association 
here this morning by Arthur A. 
Hood, director of dealer relations of 
the company: 

“A department store of building 
and housing services—a central in- 
ventory of all products serving the 
housing market—a scientifically de- 
termined turnover in each classi- 
fication of items —a staff architect 
with assistants—a construction sup- 
erintendent with assistants operat- 
ing a contract department —a real 
estate department servicing lots, 
rentals and trade-ins—an insurance 


department... 


“A branch of a real estate loan- 
ing agency or building and loan de- 
pository—a counter merchandise 
division with hundreds of housing 
appliance items and ‘impulse’ items 
—an inventory of new homes for 
sale in various price brackets in 
demand locally—a line of prefabri- 
cated and partially fabricated build- 
ings—a labor sales department to 
meet the demand when the primary 
call is for mechanics—an organized 
and loyal industry service group not 
on the payroll but feeding on the 
labor sales made by the company 
—an industrial materials depart- 
ment... 


“Ample Sales Personnel” 


“A material department servicing 
the heavy construction trade — 
ample sales personnel to cover all 
markets and their potentialities— 
advertising and promotional per- 
sonnel adequate to back up the sales 
organization —a custom - built new 
home sales division—a_ structural 
improvement sales division—a farm 
sales division—a fuel sales and fuel 
equipment department — specialty 
departments such as_ insulation, 
plumbing, heating, paint, electrical 
work, millwork, flooring, sheet 
metal, hardware, etc.” 

This idealistic dealer of tomorrow 
will integrate all of the consumer 


services dealing with housing in any 


way, and will have a store traffic 
second only to the department store 
and the super market, Mr. Hood 
said, adding that this dream has 
taken on some aspects of reality 
during the past ten years and its 
accomplishment is being accelerated, 
rather than slowed down, by the 
war. 

Starting with several thousand 
distributors, Johns- Manville has 
built toward its goal with an edu- 
cational program embracing 21 text- 
books containing 1,500,000 words on 
building industry retailing, cover- 
ing almost every conceivable func- 
tion and service. It has held 35 na- 
tional management schools at which 
3,000 executives of 2,600 distribut- 
ing companies were trained, and 
more than 10,000 consumer sales- 
men have been given training. 


Backed by Advertising 


“The program,’ Mr. Hood ex- 
‘plained, “included a system of pack- 
aging, financing and trademarking 
of homes, farm building and other 
types of salable construction jobs. 
The whole project was backed with 
a national advertising campaign to 
the consumer. 

“The scope of this program is in- 
dicated by the fact that a teaching 
staff of 17 and more than a freight 
car of equipment were used in the 


In Philadelphia, we’ve got 159,843 trees along our sidewalks and drives. 


i) 


NN 
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in Philadelphia, we’ve got the largest evening newspaper’ in America. 


* The Evening Bulletin has been Philadelphia's leading news- 
paper for 38 consecutive years. Its present circulation of over 
600,000 provides the advertiser with the most complete coverage, 
at the lowest milline cost, in any major market of the country. 


In Philadelphia—nearly everybody reads The Bulletin 


I 


AUTO 'SALES' COPY SELLS BONDS _ 


ABOUT THIS TIME of the year, if there 
weren't a war to be won, we'd probably be 
talking about new 1945 Packard models 
Today, of course, no cars are rolling off 
our assembly lines. Instead, we are turning 
out Packard-built Rolls-Royce aircraft engines 
at top speed —and Packard super-marine 


— 


smaller pocketbooks 


BUY WAR BONDS AND STAMPS-—-AND KEEP 


Motor Car Co. is running full pages in 
first advertisement appeared in Collier's 
with other insertions scheduled 


Announcing the new Packard for ’43 


engines for the Navy's hard-hitting PT boars 

So your 1943 Packard is now « brand 
new 1943 Wer Bound —and it's a mighty 
fine model! You get it F.0.B. your nearest 
bank of post office, or wherever War Bonds 
are for sale and it has a galaxy of all-star 
features . . « 


vou My > 


—— 


BS p> ct 


BONE PACKARD CARS A, MUSTER — 
AWO voulL MEVER B6 Burd Gan ! 


devails of our “Car Health” Plan — today’ 


ON BUYING! 


PACKARD ~~ 


Using a startling headline, and familiar automobile sales language, Packard 


magazines to boost war bond sales. The 
and The Saturday Evening Post of Jan. 9, 
for Life, Newsweek, and Time. 


dealer management schools. 

“The result as we entered the 
*40s was a group of some 700 deal- 
ers who had begun to approximate 
the idealistic future.” 

And then came the war — with 
materials and labor shortages and 
problems of all kinds, but also with 
some compensations for J-M deal- 
ers. 

“All this,” Mr. Hood explained, 
“pointed to a philosophy of war- 
time dealer relations that was quite 
simple—it could be built around two 
principles: 

“1. To assure the survival of a 
maximum number of our dealers. 

“2. To continue to make effective 
construction package merchants of 
our dealers. . 


Hope for Stronger Dealer 


“We determined that the condi- 
tion of survival was operating at a 
profit and that out of the crucible 
of war we would if possible develop 
a stronger if leaner dealer.” 

Attacking the problem, J-M used 
both similar and contrasting tech- 
nique compared with other indus- 
tries. It urged concentration on 
service, for example, and _ also 
broadening of lines to include build- 
ing and related items not previously 
handled. It also uncovered success 
patterns and spread them through- 
out the organization. To provide 
quick dissemination of needed in- 
formation, the company developed 
one-day regional clinics of dealer 
management, called “Net Profit 
| Clinics,” and a special management 
training instrument called “A Net 
Profit Guide and Operating Manual 
for Retail Executives” was prepared 
as a textbook for these meetings. 

“Our internal policies also have 
had a major bearing on maintain- 
ing good dealer relations,” Mr. Hood 
jadded. “We standardized and 
| simplified our product lines as much 
jas 50%,” thus lessening dealer in- 
|ventories. “We hold that intelligent 
| dealer relations policies can only be 
based on a detailed knowledge of 
| what the dealer is currently think- 
|ing—and more particularly what 
ithe dealer is thinking of us. This 
| information can only be had by fre- 
|quent executive contacts with indi- 
|vidual retailers and their markets 
|. . . This requires a great deal of 
travel by headquarters and district 


personnel, but no expenditure of | 


time and money in dealer relations 
has been more productive than 
this.” 

Issues New Bulletin 


The company has just issued a 
bulletin to the entire sales organ- 
ization, “101 Ways to Help Your 
| Dealers Survive in Wartime,” which 


embraces the successful case his- 
tories developed in 1942. 

“These ‘survival’ techniques will 
be the backbone of our dealer rela- 
tions efforts in the coming year, 
but we have a couple of innovations 
of the local clinic idea up our 
sleeves about which we are quite 
enthusiastic,” Mr. Hood said. 

“As to results ... it is our belief 
that because of our intensive efforts 
at dealer cooperation in wartime, 
our dealer mortality will be held to 
as little as 15 to 25% in the war 
period whereas otherwise it would 
probably have reached 331/3 to 
40%. When it is considered that 
there is a 15% fringe of dealers 
who usually expire at any slight 
economic shock, the net saving of 
800 to 1,000 dealers is important 
to us.” 


Portman to War Effort 


E. C. “Ted” Portman, national 
sales manager for Chemicals, Inc., 
Oakland, Cal., maker of Vano 
household cleaner, has resigned his 
post for other duties in connection 
with the war effort. He has been 
succeeded by Edward Price, who 
has been with the company since 
its inception. 


sy Sh 
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‘Woman's 
Magazine 
c .. for 


younger 
‘women! 


| 


\ 


| If you sell to women, you need girls. 
| They’re women too—buying what they 
| need today, learning to buy for their 


| greater needs tomorrow. And—the mag 
azine they read is a woman's magazine 
that’s keyed to teen-age girls—keyed to 


the woman’s market as it begins! 


—_- 200,000 ABC GUARANTEE 
$725 PAGE RATE 


Published by Girl Scouts, Inc. 
at 155 EB. 44th St., N.Y.C, 


| 


Member of The Youth Group 
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METROPOLITAN 
PAPERS ALONE 


which merely parallel population and 
disregard DIFFERENCES in types of 
people, buying habits, 
family sizes, etc. 


USING SOME 


METROPOLITAN PAPERS 


= 


INTENSIFIED SPENDING 


IN PREFERRED AREAS 


e Intensify your selling in the 
? borough of QUEENS, New York City’s 


i fe preferred family area 


* Queens leads the rest of the city in per capita food purchases 


rr /// 


ae Se eee "beer purchases 
| ee = eT Se lh "drug purchases 
Queens " " " " "  " " self-service food market sales 
S Queens " " " " "  " combined in one-family homes 
QUEENS GREAT Home PAPERS... 152.768 

. A.B.C, Circulation 


3 — Cong Island Daily ress 


“Covering the southern half of Queens” 


— Gong Istand Star Journal 


*(excluding Manhattan 


“Covering the northern half of Queens” for obvious reasons) 
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Take a back seat, Nature! 


The proverb says you can’t make a silk purse from a sow’s ear. 
But that is exactly what we have had to do. 


Until we created plastics, we had to adapt everything we tried to 
make, to the materials Nature provided. We had to whittle or chip 
or pound them into shape. And the result was often too costly, too 
heavy, too brittle, too rough, too cold... 


But today we have a material that will come in any shape, sheet 

or tube or rod. It can be rigid or flexible. It can be cut, sawed, drilled, 
machined, milled. It can be clear or cloudy, smooth or rough, colored 
or plain. Indeed it can be made to meet almost every human need. 
Where plastics are concerned, man has utterly outdone Nature. 


For instance, there is no natural substance that grows harder as heat 
is applied. And lack of it caused countless accidents through the failure 
of the early type of brake linings. 


Modern brake linings are plasticized . . . How long since you had 
yours replaced? 


Nor has Nature created any insulating substance that will handle 
adequately infinitesimal electric currents. So, without plastics, you 
would have no radio, or at least, your radio would cost you many 
times what it does now and function many times less well! 


Plastics are more resilient and springy than the bristles we used in 
brushes. They are more economical and durable than leather on the 
seats of busses and trains. They are lighter and stronger than glass 
without its brittleness. They turn into the loveliest jewelry or the 
most complex electrical device. On planes they resist wind friction 
hotter than a blow torch. 


Because through plastics you can control materials, their use has 
grown unbelievably since the war. Every day they grow stronger, 
cheaper, better in every way. They are in use in every industry, on 
every continent. Through them we can hope to make available to 
millions what once were the privileges of the few. 


But better still, in this work of tailoring Nature, lasting, fruitful 
employment will be created for thousands upon thousands of us... 


When we have achieved victory. 


* * * 


There are already more than two thousand kinds of plastic 
molding powders on the market. Their use can mean a heightened 
standard of living for all Americans. 


To speed the acceptance of these wonderful products, The New 

York Times represents the very first audience that should be 
approached. For The New York Times, through its 800,000 families 
covering 10,000 cities and towns from the Atlantic to the Pacific 

in addition to the powerful New York area, can get an idea or a 
product accepted more quickly than any other advertising force. That 
is because the unique character of its editorial policy enables it to 
interest and hold the kind of people who want the most authentic 
news. People who have to be well-informed because they are the leaders 
in their communities, the doers, the “triers.” They are the substantial 
citizens whose patronage is recognized as the ultimate in that intangible 
thing called “dealer influence.” 


The New Hork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


Reproduced by Modern Plastics Magazine 
thru the Courtesy of The New York Times 
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ADVERTISING AGE 


ma PRINT IN BINDING 


E_V7™ 


Names Campbell-Sanford 


Campbell - Sanford Advertising 
Agency, Cleveland, has been ap- 
pointed to direct advertising for the 
Holstein - Friesian Association of 
America, Brattleboro, Vt. Monthly 


Resinol Joins Sponsors 
of ‘Pegeen Prefers’ 


The Resinol Chemical Company, 
Baltimore, has been added to the 
jist of sponsors of the “Pegeen Pre- 


fers” show aired over Station WOR, | insertions in the livestock sections of 
New York. Conducted by Pegeen| national, regional and state farm 
Fitzgerald, the program is aired | publications are scheduled to begin 


Mondays through Saturdays at 8:30) with January issues. Limited sched- 
a, m., T. ules will also be placed with Nation’s 

Courtland D. Ferguson, Inc., Bal-| Business and selected magazines of 
timore, is the agency. | interest to other specialized groups. 


Kraft to Erwin, Wasey Names Alley & Richards 

Larry Kraft, formerly of the San| J. W. Greer Company, maker of 
Francisco Examiner, has joined the| bakery machinery, has appointed 
staff of Erwin, Wasey & Co., San | Alley & Richards, New York, to 
Francisco, as a copywriter. | direct advertising. 


- MODERN PLASTICS ‘Magazine. thonks 7 


_ The New York Times for 
_ nod to Plastics! 


_ We've been reporting and promoting the — 
growth of this most rapidly-expanding 
and fascinating of American industries | 
these ten years past. It’s an odds-on bet 
that every one of the developments that 
_ evoked The Times’ laurels was pioneered 
by a reader of MODERN PLASTICS. 
Today, when Plastics is really coming 
into its own... when the urgent present 
and immediate future hold performance _ 
and promise of even greater achieve- _ 
_ments—these same men anda whole host _ 
of new young engineers and designers 
look to MODERN PLASTICS as the one 
authoritative voice for the Industry. 
There’ll never be a more propitious | 
_ moment to tell them where your material _ 
or equipment or service fits into the 


N ow, inde ed W's the “Times | “for Pl - 


MEETING-PLACE OF PLASTIC MINDS 


THE 
—«:122 East 42nd Street, New York 


White Motor Steps 


Up 1943 Budget; 
Keeps Same Theme 


Truck Conservation 
to Feature Copy in 
Magazines Again 


(Picture on Page 35) 


Cleveland, Jan. 14.—The White 
Motor Company, among the first to 
offer a comprehensive plan of truck 
conservation, will step up its adver- 
tising during 1943 in continuing its 
wartime service program with the 
aid of well-equipped branches and 
dealers. 

The transportation situation is be- 
coming more serious as time goes 
on, the company points out, because 
available trucks are getting older 
and replacements are less available. 
Preventive maintenance, repairing 
and rebuilding of trucks are ex- 
pected to be more important than 
ever. 

With the advent of war, White 
converted its manpower to the new 
job of keeping up existing trucks, 
and salesmen who had formerly 
spent their entire time selling vehi- 
cles turned their efforts to the new 
job. This was likewise true of other 
personnel at the branches and deal- 
erships throughout the country. 


Holds Regional Meetings 


That White is placing added em- 
phasis on the big task of maintain- 
ing the nation’s trucks, so essential 
to the war effort, is apparent in the 
present educational program. A 
series of ten regional meetings was 
held recently in which branch man- 
agers and wholesale men of the 
various regions were called in. Each 
region had a two-day meeting. On 
the first day the story of White’s 
truck conservation plan and its im- 
portance was discussed. On the 
second day, at which all local parts 
men, mechanics, office personnel 
and others were also called in, a 
series of 12 educational meetings to 
be given by the branches was out- 


demonstrated. 

Following the regional meetings, 
the branches started their series of 
12 meetings each, and these meet- 
ings are still going on. All phases 
of the truck conservation program 
are explained to the parts men, me- 
chanics, salesmen, office personnel 
and others, so that the program may 
| be carried out most efficiently. The 

is not only to keep the 


| purpose 
/65,000 White vehicles in good oper- 
|ating order but to service vehicles 
|of all makes. 


Uses Magazines, Trade Papers 
| As was the case last year, the 


company will employ Fortune, The | 


| Saturday Evening Post, Time and 
| Time-Air Express Edition to get 
|over its message and to keep the 
company name in the spotlight at 
|}a time when the organization 
|engaged in war 


is 
work. Business 


| papers in the automotive field and 
| the various operating fields will also | 


| be used. 
| The 1943 copy will emphasize the 
‘importance of trucks in various 
| fields of operation, and the neces- 
| sity of keeping them running. While 
| White's contributions will be fea- 
| tured, it is the aim of the advertis- 
|ing messages to stimulate a con- 
| sciousness of the vital part taken 
| by motor transportation in general 
_and the fact that today’s units are 
virtually irreplaceable. D’Arcy Ad- 
vertising Company, Cleveland, han- 
|dles the account. 
| 


| Symphony Broadcast 


Goes to Full Hour 


| Standard Oil Company of Cali- 
fornia will increase its Standard 
symphony program from 45 minutes 
to a full hour beginning Sunday. 
Jan. 24, and will also switch from 
its present time, 9 to 9:45 p. m., 
PWT, to a new hour, 8:30 to 9:30 
p.m. The program is carried by the 

| NBC Pacific Coast network. 

| Batten, Barton, Durstine & Os- 


born, San Francisco, handles the ac- 


| count. 


lined and the first of this series was | 


240 Magazines to 


Publish Initial 
War Effort Copy 


New York, Jan. 14.—More than 
240 publications, with circulations 
totaling over 50,000,000 copies per 
issue, have requested electros of the 
first advertisement sent out by the 
National Publishers Association, in 
the impressive campaign designed 
to build civilian morale and tie up 
with the Office of Civilian Defense, 
the NPA advised publishers this 
week. 

Additional acceptances are ex- 
pected before the books are finally 
closed. Publishers 
been asked to commit themselves 
only to the publication of the initial 
advertisement in the series, but it 
is expected that a continuing effort 
will be undertaken by practically 
all who carry the initial advertising. 

George C. Lucas, executive vice- 
president of National Publishers 
Association, reminded periodical 
publishers that while the war copy 


have thus far) 


has the appearance of advertising 
matter, it will not be considered as 
advertising in reporting to the Post 
Office under second class regula- 
tions, but instead will be subject to 
the 1%-cent rate that is applicable 
to the editorial section of second 
class publications. 

Similar rulings apply to advertis- 
ing carried without charge for the 
Red Cross, USO and other drives. 


Canadian Papers Raised 


The Vancouver Daily Province 
and Sun have increased their sub- 
scription rates to $1 a month, and 
their street prices to five cents daily 
and ten cents for the Saturday edi- 
tions. The News-Herald, Van- 
couver morning paper, will raise its 
street price from three to four cents, 
and its home-delivery price from 65 
to 85 cents a month. 


Miller to CBS 

Arthur Miller, formerly eastern 
editor of Movie-Radio Guide, New 
York, has joined the publicity staff 
of Columbia Broadcasting System, 
New York. Mr. Miller will work in 
the magazine division. 


| 


Kina words from Quebec 


| 
| 


| 


| 


GEQRGIA 


WWIL Daytime Coverage 
PRIMARY and SECONDARY 


| 
i 
| 
| 


You get both with: 


NEW ORLEANS, 


50,000 watts - - clear channel 


Listeners in the far North hear WWL clearly. 


And they prove 


our power by writing in to say: “Program's coming in fine. 


Listeners in the deep South go to their retailers 


WWL’s selling-POWER 


vertise. 


and prove 


by buying the products we help ad- 
WWL gives you complete dominance over the New 


Orleans area—growing, prospering. and profiting smart WWL 


advertisers. 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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January 18, 1943 


Cowles to Lend-Lease 


John Cowles, president of the 
Minneapolis Star Journal and Tri- 
bune, has joined the Lend-Lease 
Administration as a special assist- 
ant to Edward R. Stettinius Jr., 
lend-lease administrator. In Mr. 
Cowles’ absence, John Thompson, 
publisher, will be in charge of the 
newspapers. 


Prints Shoe Portfolio 


Weyenberg Shoe Mfg. Company, 
Milwaukee, has pictured its sev- 
eral lines of shoes in photographic 
portfolio form, for use by salesmen 
who formerly carried several cases 
of samples by car or train on their 
calls. Commercial Illustrators, Inc., 
Chicago, produced the illustrations. 


No Burton Browne ' 

client hasa 
competitor with | 
better advertising” 


BURTON fA BROWNE 
ADVERTISING 


160 EAST SUPERIOR STREET, 
CHICAGO: DEL. 3800 ; 


8 an 


Formfit Hews to 
lts Line Despite 
Elastic Shortage 


Foundation Garment 
Budget Uncut Though 
Stretch Is 


(Picture on Page 35) 
Chicago, Jan. 
the percentage of elasticity in foun- 
dation garments is rapidly shrink- 
inge to the vanishing point, with the 
possibility that within another year 
or so the corset trade will be back 
to the point where laces provide the 
final “moulding,” Formfit Company 
is prepared to go ahead with its 
advertising and merchandising dur- 
ing 1943 with a budget substantially 
the same as during the past several 
years. 

“What material a foundation gar- 
ment is made of is unimportant,” 
Walter H. Lowy, vice-president of 
Formfit, says. “There have been 
corsets, or some form of figure con- 
trol for women, since the days of 
the aborigines. They’ve been made 
of strips of animal hide, wood, steel, 


14.—Even though 


| STANDING OUT 


"Stand out in a crowd—be figure proud,” 
says the Life-Bra advertisement in which 
this illustration will appear. 


gold, silver, whalebone and almost 
yevery fabric known. The important 
thing is the function of the corset, 
| which today as always is designed 
to slim and beautify the figure as 
well as give needed support to the 
body in various forms of exercise 
and work.” 


Uses Newspapers and Magazines 


So Formfit will carry its 1943 
story to women through the pages 


The Detroit Retail Trading area 
as defined by the Audit Bureau of 
Cireulations consists of the six 
Michigan counties shown on the 
map above, plus a strip of terri- 
tory in Canada about five miles 
wide and 18 miles long, bordering 
on the Detroit river. 


WHERE IT COUNTS 


nt iH 


Wi 


~ \VETAR 


The striking force of an air umbrella supporting a landing opera- 
tion would lose much of its effectiveness if scattered over a wide area. 


This is true also of newspaper circulations that scatter far away 
from the center of origin. Especially is this so now when transpor- 


tation rationing prohibits traveling 


any distance to shop. 


Detroit News circulation is concentrated in the most active 


war production area in America. 


In fact, The News has the 


largest city and trading area circulation of any Detroit newspaper 
with 95.5% of its total weekday and 85.3% of its great Sunday circu- 
lation delivered in an area within 50 miles of downtown Detroit! 


The Detroit News weekday trading area circulation for the 
six months period ending September 30, 1942, was 364,750... 


31,259 more than the third paper 
paper! Sundays The News’ trad 


and its lead is considerably greater: 


paper; 70,728 over the second p 


; 58,905 more than the second 
ing area circulation is 394,016 
171,316 over the third 
aper! The News also has the 


largest A. B. C. recognized HOME DELIVERED newspaper 


circulation in America! 


In 1943 it will be more important to concentrate advertising in 
newspapers that effectively saturate the markets in which they are 


published. 


oit Ne 


WEEKDAYS: 38/971 — 


ro 


News 


se. 


es oe LON, ae 


‘of Harper’s Bazaar, Life, Mademoi- 
selle, The New Yorker, The Satur- 
day Evening Post, Vogue and Wo- 
man’s Home Companion during the 
spring months, as well as through 
the pages of 93 newspapers, both 
daily and Sunday, in about 50 cities. 
In addition, the line will get support 
in the trade press, and through an 
elaborate advertising prospectus 
which is being mailed to dealers, 
pointing out the advantages to them 
of keeping trade names that possess 
public good will and salability alive 
during wartime. Likewise, special 
efforts are being made by Formfit 
salesmen to keep store displays up 
to normal, one phase of this pro- 
gram being a reconditioning service 
for displays under which Formfit 
puts slightly shopworn displays in 
good condition without charge to 
dealers. 

Copy in newspapers is of uniform 
size, about 645 lines, and five adver- 
tisements are scheduled from Feb- 
ruary to June. Magazine space 
during the same period will vary 
from one-quarter to two-thirds 
pages. The “tailored-to-fit” theme 
which Formfit introduced some time 
ago gets major attention in the ad- 
vertising, the theory being that with 
elastic yarn getting scarcer, the 
tailoring of the garment is growing 
increasingly important. Catchy 
headlines feature the copy: “Don’t 
shirk war work”; “Be figure proud— 
stand out in a crowd”; “Be fresher 
. .. look fresher! At the end of each 
busy day”; “Neither work-weary 
nor work-dreary”; “When dating be 
captivating.” 


New Photo Technique 


An interesting aspect of the cam- 
paign is a new technique in adver- 
tising artwork, described by Mr. 
Lowy as “a combination of photog- 
raphy and beautiful painting.” The 
method used by a noted portrait 
photographer in developing photo- 
graphs of an unusual softness so in- 
trigued Mr. Lowy that he attempted 
to achieve the same effect in com- 
mercial work. The illustrations are 
basically photographs, but by a skil- 
ful use of paper negatives and crea- 
tive retouching on the negatives 
rather than on the prints, a soft, 
realistic texture is achieved that 
“comes much closer to picturing the 
human body than is possible 
through the usual methods of re- 
touching,” Mr. Lowy believes. 

An elaborate brochure for dealers 
| provides complete details of the ad- 
vertising and merchandising cam- 
paign, includes newspaper mats to 
go along with each of the company’s 
own advertisements, and also con- 
| tains an interesting discussion under 
the provocative heading, “What’s 
|the idéa of rounding up customers 
when consumer demand is greater 
than dealer supply?” 


Dealers Get Story 


Statisticians and economists pre- 
dict that within a year or 18 months 
there may be 25 to 40% fewer retail 
outlets, this discussion says, and the 
store which doesn’t care to be in- 
cluded in this out-of-business group 
|must do two things: 
| “First, it is imperative for your 
|future security that you maintain, 
‘at any cost, the present relative 
standing of your store and your cor- 
set department. . . Remember, the 
gradual and subtle shifting of con- 
sumer loyalty is more unpredictable 
and whimsical now than ever be- 
fore... 

“Secondly, even though sales may 
now be made without a great deal 
of effort, the outstanding oppor- 

tunity offered you right now to im- 
prove the relative standing of your 
june and your corset department is 


unprecedented. 

| “For example, let us suppose that 
| at present there are four corset de- 
| partments in your town. Also, let 
|us suppose that at present you are 
| recognized as having the No. 2 cor- 
set department. Your competitors, 
|finding business easy to get, feel 
| that advertising and aggressive pro- 
|motional activities of an institu- 
tional nature are not necessary . . 
but you, with greater vision, are 


| pounding away earnestly, consist- | 


peer Your continuance of these 


efforts at a time when your com-| 
| petitors are doing less, emphasizes | 


what you do and makes your activi- 
ties seem greater than they are. 
“Thus, in this way, an opportu- 


—— 


STYLE PHOTO 


An example of the soft effects devel- 
oped in photographs being used to illus- 
trate the new Formfit campaign. This 
copy appears in an all-over advertise- 

ment for Life-Bra. 


| 


nity presents itself to the far-sighted 
merchant to come through these 
times in a better relative position 
than ever before. 

“This, then, is the importance of 
advertising during these times... 
this is the wisdom behind preparing 
yourself for the gradual and subtle 
consumer shifting of which we 
spoke. For the idea—right now—is 
not necessarily to increase sales, but 
to remain firmly established and in 
business, whatever the shrinkage in 
the number of retail outlets.” 

The Chicago office of Buchanan & 
Co. is the Formfit agency, with 
George Enzinger, vice-president, 
serving as account executive. 


Kuester to NAAN 

J. G. Kuester & Associates, York, 
Pa., has been elected the 28th mem- 
ber of National Advertising Agency 
Network. 


NOW 
5,000 WATTS 
DAY & NIGHT 


600 KC 
The Only Columbia 
Slation in Maryland 
Pau! H. Raymer Co. 


) Wow Tork + Chtcage + Sem Framice ~ Los Angeles 
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We can thank our son William 


ee 

= years ago, when LIFE first came out, 
our son William begged us to give him a subscrip- 
tion for Christmas. 


"We live way out in the country, so we de- 
cided LIFE would be not only a nice present, but 
a good substitute for the movies. 


‘Well, William just loved LIFE... he’d 
spend hours looking at it every week . . . but I 
think it meant even more to his father than it 
did to him. In fact, very often William didn’t 
get a chance to see a copy until his father had 
read it all the way through. 


"Il guess it was a real case of ‘Willie takes 
Papa to the circus’. . . we can certainly thank 
him for introducing us to LIFE. 


"*But William is a grown man now . . . and 
he’s in the Army. We really do miss him, 
though in a way LIFE has kind of made it easier 
for us . .. all those Army pictures show us 
what his life is like now, and how well they’re 
doing by him. 


iP caps 
Gare = vid 


*fAnd I know LIFE has helped us to under- 
stand why it was right for William to leave. 
Because when we see pictures like those dread- 
ful ones of the starved Greeks, and those Rus- 
sian peasants being driven off their farms, and 
all those boys in the English schoolhouse who 
were killed with their teacher . . . well, seeing 
things like that week after week has helped us 
to realize how big and horrible the war is, and 
how important it is for us to win it. 


“| could even say that LIFE has made it plain 
as day to us that we are a// in the war. . . that 
our Missouri wheat farm is right on the fighting 
front. In fact, I’m now doing a lot of the heavy 
farm work that William used to do... and I’m 
mighty glad to have the chance.”’ 


Possibly 23,900,000 Reasons 


Well, that’s why one woman reads LIFE. 


There are 23,900,000 civilians, plus 63° of 
our armed forces in this country, who read LIFE 
every week. 


Possibly each one has his own particular rea- 
son for liking LIFE. However, all these reasons 
seem to have this point in common: people 
read LIFE because its distinctive picture-report- 
ing gives them a vivid, readily understandable 
story of the world they are living in... and 
fighting for. 


Because LIFE means so much to so many 
people, it has become the nation’s first magazine 
in which to advertise goods and present unusual 


and new messages born of wartime conditions. 
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; “ | activities pointing up Lexington’s 
Vol. 14, No. 3 January 18, 1943 10 Cents a Copy, $2 a Year Builders Bureau, sends us_ two large aaa which run % — rd position as a retail market. Circu- 
poems, one from a customer of| — hundred pages of bsg eri lation of the Lexington Herald and 
a Ok Trimble Nurseryland Furniture, Mer a tt ’ gong ps ng Bhgpa “ Leader is tabulated. 
- heater. § h ther a| interest. s true tha | view of | 
1 943 Advertising ayed ine, Rochester, one Sie other & the small circulation of business and | 


; ' 4 : pike aR industrial publications as compare . , 
During the past several weeks ajaction has been automatic. The president in charge of advertising with prices mnansines. and a The Pittsburgh Press has issued 

number of important advertisers|Bureau of Internal Revenue is a|and sales. Here they are: of the valuable specialized informa- this market map, which shows resi- 

have been journeying to Washing- tax-gathering organization, and is | “We know you have your problems e * dential rental variations in the 


ton for the purpose of presenting 
their campaign plans for 1943 to the 
Bureau of Internal Revenue, the 
Treasury Department division which 
is concerned with the collection of 
income taxes. They wanted to 
know in advance of releasing their 
advertising programs, that they 
would be approved by the Treasury 
for income tax deduction purposes. 

In view of the general endorse- 


No. 2008. Levelcoat and Hyfect 
ment of legitimate advertising by| In a number of cases increases in mae een ae a Nutty Stuff Sample Books , 
: . ’ | With that busy stork who has us? beat, ‘a : ; ; Ss. 
the Treasury, as well as by other|expenditures compared with last} jxpecially with father making more|, Wisconsin continues to be the! Kimberly-Clark Corporation has 
government agencies and officials, it} year have been approved, based on dough happy hunting ground of advertisers | issued these four presentation kit 
p hens ._.| And mother wanting baby’s things ‘just rj ae ae p i ibiti ; ype . 
may be considered strange that|the demonstrated need for more | “"° allt — with few, if any inhibitions. For which demonstrate, with printed 


manufacturers would think it neces- 
sary to get official okay before 
spending important sums for adver- 


! bebe <— hacer . Trufect Levelcoat paper y- 
fo My W _ oto they hoped for still aren't] Bye was to run this advertisement fect book paper wach ‘it = Hy 

tising. But general policies must products, especially for postwar ey that they are the only ones in the local prints: tains un srint d ¢ . ] t : & ies 
be translated into administrative | sales. In other words, the Treasury skipped. “We despise hilarity. . a ee eS eee 


action, and hard-headed boards of 


not necessarily impressed with the 
value of advertising in assisting to 
promote war bond sales and other 
government objectives not so closely 
related to Treasury activities. But 
it is prepared to carry out the gen- 
eral policies which have been 
adopted, and to approve advertising 
programs which are shown by their 
sponsors to be reasonable and to 
have legitimate purposes. 


aggressive advertising in 
which may have been neglected, or 
for the purpose of developing new 


is willing to be convinced if there 
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Reproduced by 


Evening Post. Co 


special permission of The Saturday 


pyright, 1943, by The Curtis Publishing Co. 


Poetry in Action 
Arthur W. Wilson, eastern adver- | 
tising director of National Home| 


reply from Edward S. Swazey, vice- | 


With orders stacked sky high 
But what the heck are we going to do 
With the birth rate up so high? 


So now we ask you a favor— 
Don't send us all that’s due 
Just ship us out a dozen or more 
And our thanks will go out to you 


No matter what you send us 
Any amount will satisfy, 
And later on, maybe perhaps 
We'll get a regular supply. 
M. Markus 
And our reply: 


“The birth rate’s up, and we can’t com- 


markets | 


Your case is true throughout the land 
And buyers are wailing to beat the band, 


Ad-libbing 


“We have come to the conviction 
that from now until the end of our 
war emergency, these exceptionally 


tion furnished by them, one might 
find grounds for exception. . . 

“However, that is not the point. 
The point is that to make 1943 a 
successful New Year each and every 
one must do his part. 

“For the duration, therefore, there 
will be no more special solicitations 
for these two issues. Their editorial 
services will be continued as usual, 
but so far as advertising is con- 
cerned it will be ‘come what may.’ ” 


example, the Alamo, a night club in 
Racine, decided that the best way 
to develop patronage for New Year’s 


We have 


| 
} 


Calls for Movement. 


In this new market study, Parade 
reports that almost 2,000,000 people 
have moved from their former 
places of residemce since 1940, anq 
that more than one-third have 
moved into the 16 Parade cities. 
Market by market the booklet out- 
lines the people, buying power, re- 
tail sales and coverage of its areas. 


No. 2107. Play Lexington to Win. 


Market information on the Blue 
Grass region is contained in this 
folder issued by The Katz Agency, 
which shows the importance of the 
war production of the area, horse 
farms, tobacco market and other 


No. 2108. Pittsburgh Market Map. 


Pittsburgh district as listed in the 
1940 census. The map covers about 
half of Allegheny County, but in- 
cludes places containing over 90% 
of the county’s population. Vari- 
ous colored dots, indicating the 
number of families living in each 
census tract, borough or township, 
give a quick picture of high and low 
class areas and of population con- 
centration. 


specimens, the quality and adapta- 
bility of Kimfect, Multifect and 


and comparison. 


|r 1 , ' ' it , nothing to celebrate! Bankruptcy 
° . . . ° eV ce ~ one ¢ ‘Ite s y . . . * Png 
irectors a management groups | is justification for the maintenance | *"** C#! US 0¥ Phone ane write us ”* | to us would seem like financial in- - 
directors anc g group , a nance | mail, / oe No. 2058. Fort Wayne Market 
have decided in a number of cases| Or increase of advertising activities | Some even make us a journey by rail dependence. Still, by request of our Data. 
sas fiat : . is vear | To one and to all our story’s the same:|limited clientele we will remain 
to make sure of their ground before this year. |‘We must follow rotation in which open New Year's Eve. We have The Fort Wayne News-Sentine! 
. . * y * on ° c b. “ ° c » ; ° . a . 
proceeding according to plan. | Those who feel that they want to | orders came. some turkeys left over from Christ. | 2S, issued this continuing file of 
ADVERTISING AGE has received de-| have the Treasury’s approval for ey ee ee saan whidh en with amve aa 6 din basic data for the Fort Wayne mar- 
7 ee ee : . , P 4 vi Ss s the s +) re 0 as § as ¢ - " ree . 
tailed reports of the experiences of 1943 adv ertising expenditures may verse, ner also some baked ham that is ket. The initial material include ad 
‘ ; ae son i kine 3 not find it necessary to go to Wash-| And that made us smile instead of feel s - + 2 npaeat oa "| a county summary of the retail food 
a number of these inquirers, and | , g Basar getting a little ripe. This is in ad- . , 
in every case reported to us, the|ington to present their case. There | So we looked in our pile of orders | dition to whatever the cook has left ne tacang m gee map showing 
Treasury officials have given their|are numerous instances of such | stacked high in the kitchen! ‘Vinegar Puss’ Hipp ame ro retal "ae and Neu “a 
- * . . ° 0 me o “” 2 ne on é of ‘ ore eri * tc } e ~ 4 re Ss . % < 
approval to the expenditures sub- | questions being submitted by mail en dh ens t too far In) will be at the bar; Morrie Fleish- | lai Ake folder te punted el ot 
ae sky. ; # : . ; % ov. | Sturdy older for accommodation 
mitted to them in detailed form.|and passed on favorably within a man will help you moan. Don't ex- of future releases . 
This does not mean that favorable | very short time. — ee eee ree eee ee a ne “og = . seg —? "a | oa 
| eek, : wi xe Nere looking for you. » Bel . 
Just to be human—no favor to seek. Saiiee adeeies “y 8 ome anes Cal | No- 2004. How One Business Went 
But looking ahead there seems hardly a zadies ac mu! ed (or you may ring to War 
chance your wife). haga 
The Small Business Man That we'll ever catch up with the stork’s Here is an interesting booklet, 
j bab é 8. ° 4 | thic re 4 © « > orf 
iby a. adie Ts New Checking Service which — how the manageme 
, . sdwi 5S. Swaze} pti uk ae ame* ' men of one company evalua tl 
Small business men have been!small business of both types, and S : I C | California Bank has launched approaching prc wan oe 
: : : De samatian . ‘ — ‘ < y . fersi 
organized for the purpose of getting |a few have done something about it. pecial ssues Cut heavy promotion on a new form of to war production, early in 194! 
government relief and assistance Kenneth B. Elliott, vice-president | Charley Baur believes, rightly, | checking account for the small de- | guessed what might happen 
ia i Sern we tala as ia cai that we will be interested in J. H.|positor, which seems even simpler | : 
because of the problems which have of the Studebaker Corporation, | : ai many peacetime products, al 
. 4 peas , , .’| Van Deventer’s editorial in the Jan.|than the numerous limited service . se 
been caused by the war and the| commented along this line in his 


difficulty of getting into war produc- 
tion experienced by small manufac- 
turers. Little merchants have been 


having their troubles, too, and they 


are likewise looking to Uncle Sam he said. “I claim that the one most | the first week of January, and the|as the user desires, without addi- plan in detail. 
for help This is probably neces- | concerned with the problems of that other a fall issue devoted to the tional charge of way-4 kind. The plan | yo. 2087. Check-List of Facts or 
sary, and Congress, as well as ad- | particular group of small business eg ees of the American Society | Ps up ge oor and ure | WBZ. 
ministrative agencies, has lent a/men represented by the retailer and for Me —_ pacers SP nen 2S Swe . 
sympathetic ear, even though little|the dealer is the manufacturer “Not only have these ee oe ee of Neing aute te pay Sine Wie saci ame o hard elie nea) y 
of tangible value has been accom-, whose products they sell. Does he ceived . cordial welcome arom our | out the necessity for personal adio Stati rj Sante afc 
I they sell. he | peaders,” says Mr. Van Deventer, | traveling. Radio Station WBZ, with facts abo 
plished up to this time show sufficient regard for the’r diffi- | “put they have crown progressively people, buying power and busine 
Perhaps those who should assume culties? I claim that the one most jin advertiser acceptance. And in | Jottings activity. Facts about the statior 
greatest responsibility for assisting concerned with the interests of the the normal times of yesterday, Among the other things currently facilities and coverage of the ter: 
small business men are the large | consumer is the manufacturer whose | being believers in the spirit of pri-| cluttering up our desk is a really |*°ry are included. 
businesses which have been their | goods the consumer uses.” vate enterprise and private profits,| handsome knot hole, surrounded by | , . 
ippliers. In ny cases big busi- Small business men are a large | We @S8 good publishers have endeav- | just enough lumber to keep the hole ~~ i —_— hos remenerem 
ne has furnished the materials »art of our population, and help to ored to increase that acceptance. In| from disappearing into thin air. It’s PR gh Bogen igor ee Washingto 
use n small manufacturing plants, mould public opinion in their com- Fespect to advertising, for example, one of a bushel or two that the San | , = 1s the wn of this aoe 
nih tis even teney thane Whe Oenhiciin teane Oke eens ane ale we have heretofore and until now | Diego Union and Tribune-Sun gath- + of or og 13 nt oy eta 
eo ah sis sei din thee | edieaiiaalies. White tide a6: tae Glennie conducted ~ sche campaigns, by ered up from odds and ends of lum- ne 0 . prec — 7 agp or 
ik 4 Pismo: 7 cutee os re ar . - Pe: oy - “4 oni 5 | personal sel ing as well as by mail | ber used in defense housing proj- ae and agencies Ww no are regul: 
itiet 1 consumé products. | "eg oO 0 meet today’s nrob-| in the legitimate and we believe ects, and sent to admen with the| readers of the magazine. A descrip- 
Many « } been con- 'ems and how to prepare for those | laudable endeavor to fully capitalize message that “you can’t see San | tion of news gathering facilities and 
cerned ppening to! -f tomorrow and the postwar world. these exceptional opportunities. Diego through a knot hole.” circulation methods is included. 


recent address before the New York 
Sales Executives’ Club. 
“Some 


ask more regard for the 


interests of the small business man,” 


7 annual review number of Iron Age. 
|Mr. Van Deventer points out that 
for many years Iron Age has pub- 
lished two “special’’ issues each 
year, one the annual review number 


iforms which have cropped up re- 
| cently. Under the plan, the check- 
| ing account user pays $1 and re- 
ceives a book of ten checks, which 
|may be used over as long a period 


what was dene about it. Issued | 
Business Week, the booklet tells t! 
story with illustrations of the com- 
pany’s advertising, and encloses 
smaller booklet, giving the enti 
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A letter from home 


“| is what he wants most! 


Time and again our fighting men express the 
ated desire for more letters from home. 
_ Letters from home do a morale-building job 


ting that nothing else can quite equal. Don’t let your 


i r c; 
ertis 
. . . . pow Adv ‘ 
‘et man down—write him today, write him often. dp him yi gaps 


des GIVE HIM NEWS 
w- § Tell him hot-stove gossip on the ’43 baseball 


A publicity campaign to get more letters for Service 
Men is being launched in Chicago. Every group and 
firm is urged to join. Start now by writing today and 
using every media at your disposal to urge others 
to do the same. 


PLEASE DO THIS: 


* Drop a “‘write him today” emblem into your ads. 
* Carry emblem and story in industrial employe 
magazines. * Encourage writing clubs in 
your offices, stores and plants. * Post reminders 
on your bulletin boards. * Use display windows 
featuring “write him today."" * Mention if on 
your radio programs. * Place stickers on outgoing 
mail—add a line to business letters. 


season...write about headline boxers now on 


the front line... give him the latest on the old 


ent high school gang...does he know that so-and- 


i, so’s in the Navy...Fido had pups last week... 
‘i Jack Benny pulled a good one on Rochester, 
mm etc.... 100,000 servicemen filled the Center last 


week-end and ate umpty-ump pies...your old 


gal Molly is a welder at Buick. 
he This Campaign Initiated by 


P SOLDIERS ano SAILORS SERVICE COUNCIL 


140 SOUTH DEARBORN STREET, CHICAGO—RANdolph 3443 


An organization of patriotic business and professional men offering FREE AID in the adjustment of personal 
me problems of citizens of Illinois in the armed forces who have helped more than 50,000 men and their families. 


vd This Space Donated by 
COLLINS, MILLER & HUTCHINGS, Inc. x Chicago Photoengravers 


P Meanie at , ; at Fie roe ee f tec ? ee ts ae ty ba : S he a) io i ; s z sia “si “, fs ~ “aes : tg aft BoE Ke e ; | J Se Se , ae 
943 January 18, 1943 ee — o 
— wegen 
n ee | 
’ ae } e 
bat - Ta, ne 
4 . — SS 
‘ < ae he * 7 er 
‘ 4 A ail 
's re F ~ pa 
_—y 4 ¥ — 
om- , a 
ugh — € 
eal i ar ee! = 
‘Ney iin a a g _ % - eid 4 © f 
day ae: ; “Se — 
he rs ¢ > fax coat - 
Ple ~ oan 
mer wa oa A 7 A oe 
and — se ,, ~ 
ties, eo eS” . : 
re- 3 a a 
eas, - : ~~S . 2 Z 
fl Ben patna etm SL é yy \ AA ; 
in, \ BORD: | Ma 
3lue \ 5 “\- . rs / 
this ‘ % re 
ney : ’ me ie eg . J . jf 
rd c — i —SS y > 2 | {es / 
the ° ° § ore. ‘eC @) } i { 5 J 
— Ell Q “= 4 : ¢ : 
he C i- “i =<ts % | 
0 \ one Wee PE 
rcu- oe ' ~> : 
and \ \ ad Le bia has, ae i . ; 
fap. br Oe ie , ~ ' . ’ - 
ued / - .~ wna oe 7 . oe ‘4 ' - | f 6 
‘the 4 sis? ) j WN Se is * fs o ” 
he ;) a ie ' co] pe 
d ay a , | ace 
= ww W\ OU ee a Y ~~ | ; ” ae 
out : rie? oe aR tha ag: * ts Z. ! i} -: 7 
| in- ¥ Wei ee “ had ss / / , ~~ ge : 
0% ha a f} , Wg 
ari- C Beles aia ; = * 
ue ae Al Tea % \ is 
¥ eee ee : — 2 : j ~ 
me ee Twa x -@ ~ >, 
- st o- © a ‘ 
y oe igh ae i ~~ ra \ : 
yn- a 4 * tes " ae a ; 7 
f ; \ ie ae ie ee 5 Pg or ea ae wethlisitty, i, ie 3 a 
' aa i 4 ar lip, . fe ; 
qs i At eee ie Ere PS 
Ti ae J ee Fat e's, elena, . 
) cere Fe O, ies” Se ee be ‘ “sy ns LING 
re ele 7 
@ 
z= 
:. 
7 
7 
2 
. 
a * ; 
* 
1 / TODAY 
‘ ee 
SS : 
Pe Cn | 
, iN r oe 
oa ay es = 
lent ‘« ee 
ee \ 
\ 
Cae 7 \ : 
fe 
* vee Po 
ee. ; 
jis & ae 
. ie 
a a hi 
tir * (ey) * =. 
= % ae 
eee . VES a 
ie ; ge 
oe 
out . 
1e = 
ee its 
= 
* 
a5 
x 
4 A PE NI EE TS A ST TT ES LO NE ST LEER A FCN ENA S| SRM MITES 3 
oe 
” . d Ss = Mve : es ~ + ; el " 4 av ‘ Re —ss : ~~ 4 4 E a ’ 5 . asi 5 be 2. ae ae : ‘ : = : ail ae a f. 
Pd Bae ~~ ‘ ; E - z on aa “ah -* Dy | rte te hag rl / 26 s a < ba Mi . al 2 ee es ee % .y Loy ae LS 


14 


eee 2 A : PB 
ere ee) 3 , Ree . 
Mae eo ry 
Schad 1 


Ny age er lS 


ADVERTISING AGE 


January 18, 1943 


Hallmark Extends 
Navy Radio Show 
for 13 Weeks More 


V-Mail to Be Given 
Promotion on Unique 
All-Navy Air Show 


Kansas City, Mo., Jan. 15.—How 
America’s largest manufacturer of 
greeting cards, a relative newcomer 
in the field of radio advertising, has 
rapidly come to the front as a major 
user of network time was outlined 
here today when Charles C. Culp, 
advertising manager of Hall Broth- 
ers, Inc., announced that his com- 
pany will give added momentum to 
its “Keep "Em Happy with Mail” 
movement by extending its present 
26-week broadcast schedule of 
“Meet Your Navy” for an additional 
13-week period. 

The half-hour radio program, 
which is broadcast by the makers of 
Hallmark greeting cards direct from 
the U. S. Naval Training Station at 
Great Lakes, IIl., is heard every Fri- 
day night at 8:30 p. m., EWT, over 


|leading Hallmark dealers are cur-| ington officials. 


114 stations of the Blue Network. 
The morale - building show — pro- 
duced by Al Boyd in conjunction 


with the Ninth Naval District—is an | 
all-Navy program featuring top-| 


notch talent exclusively recruited 
from Bluejackets at the Navy’s 
largest training station. 

“As in the past,” explained Mr. 
Culp, “every broadcast will urge 
listeners to send mail to the men in 
service, as well as to mothers, fath- 
ers, and other loved ones at home. 


In addition, a part of each program | 


in the new series will be devoted 
toward encouraging the use of V- 
Mail, in line with the new restric- 
tions on mail for servicemen over- 
seas which go into effect today.” 


Service Mail at Peak 


Response of the public to see that 
the men in service receive mail has 
been so substantial that a recent 
survey discloses that eight times as 
much cargo space per man was uti- 
lized in November, 1942, for mail 


going overseas as was used in No- 


vember, 1918. 

Military and naval officials still 
consider “mail just as important to 
the men as food in this war,” but 
it is now necessary that the precious 
cargo space be conserved through 
the more extensive use of V-Mail, 
Mr. Culp explained, and pointed out 
that cooperation from dealers 
throughout the country on the “Keep 
’Em Happy with Mail” theme had 


reached an all-time high. “Although | 


we have been in the greeting card 
business for more than 30 years, 


he said, “we have never before | 


secured such tremendous response 
from dealers.” 

Included among the dealers who 
have tied in with the program are 
some of the nation’s largest depart- 
ment stores which have _ installed 
special window displays and booths 


vas THE TROY RECORD 


j RECORD 


sewrares THE TIMES RECORD 


Lt OY RECORD CO AVES ADVINT ne MANATEE | 
— All Advertising Direct 


to stimulate more mail to service-| Naval District; Capt. F. J. Lowry, | servicemen but civilian morale as 
men. In addition, more than 70/|the commanding officer, and Wash- well, through mail. A basic factor 


Featured each /|in our decision to extend the ‘Meet 
rently tying in with spot radio im-| week are talented Bluejacket solo- | Your Navy’ series to 39 consecutive 


|mediately preceding or following | ists, impersonators, and musicians,| weeks has been due to the many 
| the “Meet Your Navy” broadcasts. | as well as a 50-piece Navy band con- | comments we have received empha- 


| ducted by Chief Bandmaster Frank | sizing the importance of mail as a 
| R. Mettlack; a 30-piece Great Lakes | morale-building influence in time 

New dealer material tying up|rhythm orchestra under the direc-|of war, with the ‘Meet Your Navy’ 
with the V-Mail program as well as| tion of Lt. Comm. Edwin E. Pea-| broadcast being referred to as a 
the Valentine, Easter, and Mother’s | body; a 200-voice Naval Training vital contribution to the war effort.” 
Day seasons is now being dis-| Station choir directed by Lt. Comm.| Henri, Hurst & McDonald, Chi- 
tributed to Hallmark dealers. It is| Hjalmar Hanson of the chaplain’s | cago, is the Hallmark agency. 
expected that this year’s Mother’s| corps; and a singing ensemble. | a 
Day greeting card volume will} Mr. Culp pointed out that “The! I; ; 
break all records. /primary purpose of Hall Brothers | King Returns to Isthmian f 

“Meet Your Navy” is broadcast | in making ‘Meet Your Navy’ broad- | ae E. — ee = War 
from Great Lakes to present the | cast time available has been tolton’ Dp. empresas gy Met eey 
“human side of the Navy” in| throw the resources of greeting card | patjiem t. hie Ae len 
full cooperation with Adm. John dealers behind the basic need for dent of Isthmian Steamship Com- 
Downes, commandant of the Ninth| stimulating not only the morale of pany, New York. 


Record Volume Seen 


|return to his duties as vice-presi- | 


———ep 


Webb Transferred 


Frank V. Webb, sales manage; of 
Stations WOWO and WGL, Ff rt 
Wayne, Ind., has been transferreg 
to the headquarters staff of Wes. 
inghouse Radio Stations, Inc., Phj\,. 
delphia. Mr. Webb’s new dutie. 
will be as assistant advertising ang 
sales promotion manager, succeed_ 
ing George A. Harder, who hac 
joined the armed forces. Pau] F 
Mills has been promoted from the 
sales staff of WOWO and WGL. ;, 
succeed Mr. Webb. 


Spencer Now V. P. 

Lloyd L. Spencer, since 1937 gen. 
eral sales manager of Stromberg 
Carlson Telephone Mfg. Company 


| Rochester, N. Y., has been elected 
| vice-president in charge of sales, 


— — 
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‘the Navy in an intensive campaign with OWI. The air announcements |tion might backfire if the forms A ° th 
f les Fffort Backs ito substitute the micro-filmed “V-|are expected to reach every radio} were not made accessible to the dmen in e 
of a 'Mail” for all air mail now going |listener an average of five times|public, Seymour Morris, former 
rt - ‘overseas. The objective is to clear | before the end of the campaign. Compton Advertising account| Armed Forces 
ed : { F M | ‘the cargo space of overseas planes; The broadcasting drive will be|executive now in charge of OWI 
St- Drive 0 ree al 'for vital munitions, pharmaceuticals | backed up by intensive merchandis- radio allocations, called in represen- 
ro and military maintenance supplies. |ing efforts undertaken by the sta-|tatives of the stationery industry} Earle J. Gluck, former president 
_ |Each 100 pounds of mail sent by the |tionery and allied industries, which |and stationery outlets to guarantee and general manager of Station 
< Planes for argo modern photographic process will|are expected to place point-of-sale rapid distribution. WSOC, Charlotte, hse C., _ been 
has substitute for approximately one j|displays in more than 80,000 retail promoted from a a neat 
E. Washington, D. C., Jan. 12.—|ton of regular air mail, according to | outlets. Kits to Be Offered mander to comman let - rs — 
he America’s broadcasting industry|the Army. | The need for “follow through” to A special industry committee, re a s peng sag tee 
to will join with the nation’s station- During the three weeks from Jan. assure an adequate supply of | selected by OWI, has underwritten oe mw. ana 1s ea ¢é 
ery, drug, department and syndicate | 25 to Feb, 14 at least 67 commercial | V-Mail forms on store counters was |the production of 80,000 broadsides aries ret a ha th aio 
stores in an intensive merchandising and sustaining network radio fea-|demonstrated by a_ special OWI and merchandising kits to reach _W. BR. o = ~ ah of oP oo 
drive with a direct bearing on effi-|tures will plug the use of V-Mail.|bureau of intelligence survey in stationery, drug, department and | ¥°#"S ith a ana “a ; ae po 
ciency on the fighting fronts, the|This promotion will be supple-/nine cities, which revealed that only | syndicate stores. Each kit will in- | ‘"® Corpor noe Ca: mae é a. 
_ Office of War Information revealed |mented by the broadcasting of three |58% of the stores which might be clude window streamers, posters joined the Roya . Pra pr joel ee 
"8 today. one-minute recorded announce- expected to sell the forms had them and counter displays. Manufac- | °°) 9) .—er o a. re 
vd Beginning Jan. 25 the broadcast-|ments each day on each of the 905 in stock. turers’ salesmen, wholesalers and Page to Lachine, ue., n 
| ers will join with the Army and|broadcasting stations cooperating, Convinced that the radio promo- jobbers will all supplement the “Seton Pedieeeee in the Chicago 
— a vos Mel the kits from the War office of Farm Journal and Farmer's 
: os iat | Wife and son of Graham Patterson, 
F q % ; aa ee ween a hisay cant Hees’ Colon the magazine’s publisher, has beer 
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1 Prepared America 


—IN THE 


Heart 


** lead 


_ 
\ 


wee 


ae 4 


La you'll find farm youngsters of the Upper Mississippi Valley 
prepared—prepared for the possible eventualities of today’s war—but, 
better yet, prepared for the prosperous Heart Region life of tomorrow. 


And, not only are they being prepared for this life by modern country 
schools like this one in Buchanan County, Missouri, but they are being 
prepared by their favorite farm magazine—Successful Farming. 


Readers of Successful Farming—man, woman and child—have come 


to look upon it as more than a magazine. It is to them a counselor, a 


trusted friend in whom they have a staunch and deep-rooted confi- 
dence. For more than 40 years it has been their authoritative guide in 


farm business practice, farm living and farm buying. 


Question these readers and they'll tell you that its pages exert a defi- 
nite influence not only on their farming and living habits, but on buying 
habits as well. This because of the intimate and personal knowledge its 
editors have of Heart Region farming and home life problems. Suc- 
cessful Farming readers emphatically prefer itto any other farm magazine. 


With most of its 1,200,000 real farm circulation concentrated in the 
Heart—the world’s richest agricultural Region—Successful Farming 
gives advertisers dominating coverage. More than a score of the na- 
tion’s leading advertisers use it as their exc/usive farm medium. They've 
learned Successful Farming is the basic farm magazine for any schedule. 


Meredith Publishing Company, Des Moines, Iowa. 


The Magazine 


of Farm Business and Farm 


Homes 


| includes: 

Stanley L. Wessel, 
vice-president of the Wessel Com- 
pany, Chicago; Craig R. Sheaffer, 
| president, W. A. Sheaffer Pen Com- 
|pany; T. J. Hargrave, president, 
Eastman Kodak Company; W. C. 
| Wittemore, executive secretary, 
| Wholesaler Stationers’ Association; 
Charles P. Garvin, general man- 
|ager, National Stationers’ Associa- 
'tion; Harry Affelder, president, En- 
velope Manufacturers Association of 
America; John W. Dargavel, execu- 
|tive secretary, National Association 
of Retail Druggists; Robert J. Ben- 
der, president, Gartner & Bender, 
Inc.: and W. F. Kittell, F. W. Wool- 
worth Company. 


NBC Appoints Garrison 


Garnet Garrison, director of the 
division of radio, Wayne University, 
Detroit, has been appointed by NBC 
to direct its new employe produc- 
tion group, which is being organized 
under direction of Vice-President 
C. L. Manser, to give NBC employes 
free instruction and training in the 
fundamentals of program produc- 
tion, directing, sound effects, script 
writing and announcing. 


chairman, | 


granted a leave of absence to accept 
a commission in the Navy. He is 
stationed at the Navy air station 
gunnery school, Jacksonville, Fla. 

Arden E. Swisher, merchandising 
|manager of WNAX, Sioux City- 
Yankton, has been commissioned an 
‘ensign in the naval reserve. “Swish’” 
|reported New Year’s Day to Cornell 
University for a month’s indoctrina- 
tion training. 

Fdward J. Brennan, formerly 
iwith the Chicago advertising staff 
of Aero Digest, has been commis- 
sioned an ensign in the Navy and 
assigned to the naval air station at 
Olathe, Kan., to handle administra- 
tive work. 

Fred L. Newmeyer of DuBois, Pa.. 
formerly with Walker & Downing, 
Pittsburgh agency, now a lieu- 
tenant in the Army after graduation 
from the air forces school at Miamf 
Beach, Fla. 


is 


Scholle to WLIB 


Robert M. Scholle, formerly with 
the Atlantic Network, New York, 
has been named sales director for 
Station WLIB, Brooklyn. Louis W. 
Berne continues as sales promotion 
manager. 
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thru a knot-hole any more! 


Come on inside--get a ringside 


seat! San Diego is an‘‘A’’sched- 


ule city in your 1943 plans. 


% Send for latest 


facts on San Diego's 


wartime market and post war 
possibilities ! 


SAN DIEGO UNION 


and TRIBUNE-SUN 


Union-Tribune Publishing Co., San Diego, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York @ Chicago e Cleveland @ Denver @ Seattle e Portland @ San Francisco Los Angeles 
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Uses ‘War’ Issue as 
Classroom Assignment 
To the Editor: 
studying with the greatest of in- 
terest your Dec. 21 issue of ADVER- 
TISING AGE and wish to compliment | 


you on the most excellent special | orted to w 


section which summarizes the past 
year of advertising under war con- 
ditions. 

I would like to assign it for one 
of my classes and if you have five) 
extra copies available, would like 
to purchase them. 

Ross M. CUNNINGHAM, 
Assistant Professor of Market- 
ing, Massachusetts Institute of 
Technology, Cambridge, Mass. 


, Ww ¥ 


Welcome Back 


To the Editor: The original of 
the enclosed photo copy of an old 
Exide advertisement of 33 years 
ago turned up recently when a 
friend sent it in. 

In view of what has happened, 
and what may happen, to put “old 


The chetre car 
aed the home canto 
s wtrenhced 


excursions and out 
and speed. are always 
at command U you ows an Electric Vehicle. For city 
driving 1 ts In «@ claws by tse tt. 


Why se ioatete € aon ‘ts | so inmate 


4 Recetety to Steves te Ge "Erie Cunery 
ne “Enid ' ; 
4 rosy 
or Eid 
Over 99% =H a 


THE ELECTRIC eet BATTERY CO. = 


Dobbin” back into public favor 
again, theoretically, if not actually 
in the flesh, we are planning to pub- 
lish this advertisement in “Exide 


” 


I have just been | | This, 


| But in most cases the adverviser has 


| 


| ossible. 


| 


| story as convincingly as ever. 


Voice of the Advertiser 


This department is a reader’s forum. 


(1) effectiveness for the advertiser, 
(2) wartime information for the 
|public, (3) aid to the government. 
I realize, is not always easy. 


been affected by some war measure 
in some way. Either he has con- 
ar production, or certain 
| restrictions have becn pur upon his 
manufacture of goods. lin each case | 
|the advertiser has a story to tell. | 
For example, let us single out an| 
advertiser who prev.ously manufac- | 
tured refrigerators. The advertiser | 
could well use the three object.ves 
listed above by pointing out that he 
is no longer manufacturing refrig- | 
eraters because he has converted to | 
the manufacture of war planes and 
engines, etc. Also, he could point 
out that since refrigerators are no 
longer being manufactured, the 
ones already in use in the house- 
holds of America must be made to 
last until the war is over. Telling 
owners how to make them last cer- 
tainly would be valuable informa- 
tion for the public as weil as a con- 
tribution to the government. This 
is an obvious example, yet many 
refrigerator manufacturers are over- | 
looking this conservation slant. 
Another example is a_ coffee| 
roaster. Restrictions, as you know, 
are quite stringent on coffee at the 
present time. Yet there still is a 
story to tell. Why is coffee being | 
cationed—how is coffee being ra- 
tioned—and how can coffee drinkers | 
make the ration last as long as 
Many coffee roasters have | 
‘ollowed this formula, and very suc- | 
cessfully, too. At the same time 
they have told their own selling | 
In 
ny opinion, coffee roasters have 
benefited, as has the coffee drinking | 
oublic, and the government with its 
rationing program. | 
It is true that a few months ago it | 
was difficult for an advertiser to 


|obtain the correct information as to 
/how and why any government pro- 


|gram functioned. Today, 


however, 
this is no longer the case. The 
Office of War Information has estab- 
lished the bureau of campaigns, and 
each government agency has estab- 


News” as an interesting item. If), é : 

; A hge -ae _., | lished an information department. | 
you also find it of editorial interest, a he eeuniaddiens af Giitelinel 
you are quite welcome to use it. |.° i 


A. N. DINGEE, 
Electric Storage Battery Com- 
pany, Philadelphia. 


vs 


’ 
Makes Plea for More 
Informative Advertising 

To the Editor: In looking through 
the Dec. 21 issue 
AGE, I came across “the 12 best 
advertising campaigns dealing with 
the war effort” which had been 
selected through a poll of 200 
agency men. Frankly, I am quite 
disappointed to see that only the 
inspirational type of advertisements 
was selected. 

Almost without exception, the 
advertisements are of the morale 
building type, or the advertiser is 
telling the public what a great job 
he is doing to help win the war. Of 
course it is important to help keep 
morale high, and it is only natural 
that advertisers who are producing 
war materials be proud of their 
great accomplishments. However, 
in light of the confusion in the 
minds of the American people today 
as to how certain government pro- 
grams work, and why they are 
necessary, it seems to me that such 
information perhaps of greater 
importance than the _ inspirational 
Variety. 

I do not mean to be critical of the 
advertisements selected, because the 
messages they carry are excellently 


1S 


presented, and it obvious that a 
great deal of time and talent has 
been put into them. Nevertheless, 
I do feel that more informative 
advertisements can be prepared 


(without losing sales effectiveness) 


providing advertisers and their ad- 
vertising agencies are given the 
proper guidance by the government 
information offices 


It seems to me that the objectives 


advertisements today are three: 


for 


|information departments with the 


bureau of campaigns it is now possi- 
ble to obtain the right information 
almost as soon as government policy | 


/on any particular program has been 


of ADVERTISING | 


established. 

All of us want to win this war | 
as quickly as possible. And, in my 
opinion, many advertisers and ad-| 
vertising agencies already are doing | 
a great deal in helping America | 


| obtain this objective by keying their | 


|advertising to the times. 


It is my 
hope that more and more adver- 
tisers will join in this effort. 

As you know, I am from the ad-| 
vertising business and hope to re-| 
turn to it when the war is over. I 
realize that many people in the ad- | 
vertising business who are “on the 
outside of government and looking 
in” have a mighty different opinion 
of the job to be done than those of 
us who are “in the government and 
looking out.” Yet, almost without 
exception, both groups are working 
well together. However, I look for- 
ward to a much better coordination 
and understanding between those 
“on the outside” and those “on the 
inside” this 


year. Personally, I) 
don’t think that the advertising 
business has more than scratched 


the surface. 

I believe that when advertising 
people realize what can be done and 
must be done to help speed victory, 
confusion among the public will be 
lessened immeasurably and the ad- 
vertising business will over-ride the 
objections many of its opponents are 
now making. Let us hope in 1943 
that all of us, both in and out of 
government, will prove that adver 
tising is a basic means of communi- 
cation to the public that cannot be 
overlooked or discarded. 

BARTON A. CUMMINGS, 
Department of Information, 
Office of Price Administration, 
Washington, 


Letters are welcome. 


Information was consulted before | 


D. C. |. 


URGES wm & TIE- UPS copy, the OWI 
campaign. 

Subsequent ads will be “salutec» 
to those industries that are doing 
la job in war effort adverti: 
space. 


— 


has endorsed the 


ng 


FRANK L. BLAKE, 
In Charge of Advertising, Kim- 
berly-Clark Corporation, Chi- 
cago. 


Passing the Buck 

To the Editor: If, as your col- 
umn in the Dec. 21 issue states, ‘“In- 
formation Please’? won’t broadcast 
for American Tobacco after Feb. 5, 
jon’t we wiiness the ultimate in 
buck passing? 

Was it the experts who flunked 
the ques.ion, or the advertising of 
the “Why Has Lucky Strike Green 
Gone to War” that failed? 

Things have come to a pretty pass 


| ’ 


Not Neglected 


To the Editor: In his letter ip 
ADVERTISING AGE for Dec. 14, Lt. 
Blair Walliser asks advertisers not 
to overlook that valiant arm of our 
“enue ©=| fighting services, the United States 
mee §6\Coast Guard. He reproaches the 


vy 


ae 
Ae 


Your Advertising and the War 


when consumers are blacklisted be- 2 5 advertising fraternity, and possibly 
cause agency advertising fails to Wemferr > rightly so, for falling into the habit 
click. Mehifeer of thinking in terms of three servy- 
H. L. QUINE, BF i ices—the Army, Navy and Marine 
Advertising Manager, Pantex KIMBERLY-CLARK CORPORATION od Corps. 

Pressing Machine, Inc., Paw- —_a The lieutenant will be pleased to 
tucket, R. I. know of one instance, at least, in 
v,vwee¢ Lead-off copy in 1943 campaign of |which the Coast Guard has been 
Kimberly-Clark Corp., which urges ad- |given the recognition which it so 

OWI Approves Paper | vertisers to tie in with government cam- | justly merits. In our folder, 


“Who's 
|Who and What’s What in the Army, 
To the Editor: I thought you | Navy, Coast Guard and Civilian De- 
would be interested in the advance | fense,” it shares full honors with 
proof of our new 1943 campaign,| the campaign was developed, to as- our other armed services. 
with its Melping the war effort|;certain how our entire printing H, C. PULVER, 
theme. | papers’ space could be linked to the | Fire and Marine Advertising 
As you know, the Office of War | war effort. Manager, Aetna Life Affiliated 
Since seeing the first piece Companies, Hartford, Conn. 


| paigns and present informative war in- 
formation. 


Company’s ‘Salutes’ 


of | 


Even if you add ore with 


your fingers «X S a you can quickly 
prove this fact: KPO has more 
than all (11) Bay Area 
stations combined! Then add 
3 add KPO's 


low-cost-per-listener and 


power 


KPO's popularity 


complete market coverage 


and youll have four NO good. 


reasons why KPO is the number 


NZ 


V station in Northern California. 


Get the facts...and youll buy 


= Kio 


50,000 HIGH FIDELITY WATTS 
NATIONAL BROADCASTING COMPANY e RADIO CITY « SAN FRANCISCO 


REPRESENTED BY NBC SPOT SALES OFFICES 


New York Chicago 
Cleveland Denver 


San Francisco 
Washington 


Hollywood 
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Paul Cabot Named 


as Salvage Chief; 
S 7 f the New York district sales , 
crap Drive . : 1... | tem, has promoted G. R. Swift, for- 
Lauds office. Mr. Chapple, formerly as- 'merly assistant program director, to 


Washington, D. C., Jan. 12.—Paul | sistant to the vice-president iN|an account executive in the sales 
c. Cabot, who as deputy director of | charge of y - vbcamengren ry org department. Gordon Graham, a 
the War Production Board’s bureau emergency defense coordination, Nas | network assistant director, has been 


of industrial conservation organized ibeen succeeded by Ross L. Leffler, | named to succeed Mr. Swift in the 


ADVERTISING AGE 


Advances Chapple WABC Expands Staff; 


_Carnegie-Illinois Steel Corpora- Promotes Two, Adds One 
| Hon has appointed Bennett S. Chap- | Station WABC, New York outlet 
ple Jr. as assistant manager of sales 


lof the Columbia Broadcasting Sys- | 


: . : special representative. Mr. Chapple, | 
the nationwide scrap salvage drives, P P 


was today named chief of a new 
WPB salvage division. 

Creation of a separate salvage di- 
vision followed the resignation last 
week of Lessing J. Rosenwald, for- 
mer chairman of the board of Sears, 
Roebuck & Co., who had served as 
director of the bureau of industrial 
conservation for more than a year. 

Donald M. Nelson, chairman of 
WPB, lauded the work of Mr. Cabot 
and his associates in the old salvage 
branch of the bureau of industrial 
conservation in announcing the new 
division, recalling that 45 steel fur- 
naces were shut down for lack of 
iron and steel scrap when the sal- 
yage branch joined with the Ameri- 
can Newspaper Publishers Associa- 
tion and the Advertising Council in 
nationwide drives for “junk.” 

“Today all these furnaces are 
back again in full operation,” Mr. 
Nelson said, “and none has been 
shut down because of any lack of 
iron and steel scrap since last sum- 
mer. The recent salvage drive con- 
ducted by the ANPA has been | 
declared outstandingly helpful to} 
the thousands of volunteer salvage | 
committees in improving the cur- | 
rent iron and steel scrap.” 

No director has yet been named 
to head the conservation, standard- | 
ization, and simplification branches | 
of the WPB bureau of industrial 
conservation. 


Opens Wine Control Drive 

North Carolina Association for | 
Wine Control has inaugurated a/}| 
statewide newspaper advertising | 
campaign “designed to better ac- | 
quaint the public with the efforts of | 
the association to clean up the in- | 
dustry and educate the public on the | 
proper use of wine.” The associa- | 
tion also will seek a statewide wine | 
control law and provision of funds | 
for agricultural research and de- 
velopment of grape production in 
North Carolina at the coming session 
of the General Assembly. 


Atlass Acquires Interest 
in Foreman Company 

Foreman Company, Chicago, radio 
station representative, has an- 
nounced that Ralph L. Atlass, presi- 
dent of WIND and WJJD, Chicago, 
has acquired a substantial interest in 
its business and will be actively in- 
terested in the management. 

The activities and personnel of the 
Foreman Company will be ex- 
panded. 


as 


“You Can Take The Tires 
.. . But | Won't Give Up 


CAPPER’S WEEKLY!” 


We're not bragging, but the fact that 
CW readers refused to give up their 
subscriptions in the face of a price in- 
crease makes us feel boastful : 
because CW readers paid a subscrip- 
tion rate 54% higher than any other 
farm paper in the United States. Ad- 
vised of a 50% increase and given 90 
days to renew at old rates, readers 
swamped us and snowed under all pre- 
vious renewal records. That's the type 
of reader interest that makes Capper's 
Weekly a result producer. 


IAPPERS WEEKLY 


tne. 
373,000 Subscribers 


before the emergency, was sales 
promotion manager of the company. 


Gardner Gets Kent 


Kent Laboratories, a division of 
Cupples Company, St. Louis, has 
appointed Gardner Advertising 
Company as its advertising agency. 
Radio and newspapers are being 
used to introduce Kent vitamins, 
sold through food outlets. 


program department. 

John Tormey of the advertising 
staff of Esquire has been added to 
the sales department as account 
executive. 


| 


Changes Firm Name 
Foreign Press Publicity Service, 
260 Fifth Ave., New York, has 


changed its name to American For- 
eign Language Press Service. 


Two Name Remington “Oil & Gas Journal’ 


Wm. B. Remington, Springfield, | Carried 3,190 Pages 
Mass., has been appointed to direct | The line showing advertising vol- 
advertising for Standard Electric ume figures for Oil & Gas Journal 
Time Company, Springfield, and | fo, 1942 reported in the Jan. 11 
Cortland Grinding Wheels Corpora- | iesue of ADVERTISING AGE. was trans- 
tion, Chester, Mass. posed so that the advertising record 
of this paper was not clearly shown. 

Oil & Gas Journal final figures 
Philadelphia Transportation Com- show that the Publication carried 
pany has appointed Ivey & Ellington, | 3,190 pages of advertising in 1942, 
Philadelphia, to direct advertising. | and 3,217 in 1941. 
|The company operates surface, sub- | 
| way, elevated and bus lines. 


| 


To Ivey & Ellington 


EMPLOYEE 
IDENTIFICATION BADGES 


Hoffman Joins Fawcett “TRANSPARENT IDENTIFICATION 
| Morton L. Hoffman, formerly | CARD CASES 
|'with Biow Company, New York, has Write for Catalog 


been appointed promotion manager | g¢, pqguis BUTTON COMPANY 
of Fawcett Distributing Corporation, | Manufacturers 


Greenwich, Conn. 415 LUCAS AVE. ST. LOUIS, MO. 


There’s a very simple reason why more than 


600.000 Canadian 


Weekly for first-hand information about the war: re 
because they get eye-witness reports from writers W 


families look to The Star 


they know, understand and trust. 


Dad says: “Our Fred Griffin tells all about Dieppe 
in the paper this wee 


Egypt”. 


This warm, personal touch that makes the war a 
real life-and-death struggle to some two and a 
quarter million Canadians is the same quality 


which has built The 


most successful publication. Cooking news comes 


Frise cut capers for millions of smiling followers. 
There's a “personal” appeal which builds high 


adership through every section of The Star 


eekly . 


Advertisers benefit by The Star Weekly's homey 


k”. Mother replies: “Yes. 


audience at Canada’s lowest milline rate. Way 

Ihe x 
R 

STAR WEEKLY 


Star Weekly into Canada’s 


direct from Jean Brodie. Greg. Clark and Jimmie 


a 


UNITED STATES REPRESENTATIVES: WARD-GRIFFITH COMPANY, INC. 


NEW YORK 
247 Park Avenue 
A SST IE RAE A Oe ED 


CHICAGO 


Wrigley Bide. 


flavour. Their messages appear in a medium as 
familiar in Canadian homes as the living room 
and Matt Halton’s getting the inside news in rug. 


And it reaches Canada’s BIGGEST reading 


PUBLISHED AT 80 KING STREET WEST, TORONTO, CANADA 


DHTROIT ATL 


General Motors Bide. 22 Marietta St. Bide. 


ANTA BOSTON 
Statler Office Bide. 


Los ANGELES 
1031 South Broadwas 


SAN FRANCISCO 
681 Market St 
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sean em | 


present day sales trends, inventories 


tained in many years. In light of Goodyear Releases Film Kribben Leaves Field's General Mills Names 
Inventory Control 


sf grocery, drug and shoe chains are OM Rubber Conservation for Army Ordnance Four Vice-Presidents 
7 not excessive. Why and how to conserve tires| Commissioned a major in aa L. N. Perrin a oo eppointed 
Ye Voluntary allocation by distrib- | and other materials containing rub- | Army, Earl Kribben, secretary an executive vice-presiden oO eneral 
Due {0 Uneven tors and Bi saeco ag Boe been |ber is the theme of a new sound |treasurer of Marshall Field & Co.,| Mills, Minneapolis, and S. C. Gale, 


aa’ dive cinee “many motion picture, “Drive for Victory,” |has reported for active duty in the |director of advertising, G. S. Ken. 
| described as ineffective, » Saree cna | we is being distributed by Good-|office of the Chief of Ordnance in Inedy, director of flour and fee, 
| marginal vendors’ favor large cash year Tire & Rubber Company. Washington, D. C. 'sales, and Searle Mowat, presiden; 
upp y 0 00 § buyers over small customers or" prints of the film have been! John D. Andersen, formerly as-|of the Larrowe division with heaq- 
those whose credit standing is chipped to Goodyear district offices |sistant comptroller, has been ap- | quarters in Detroit, have been 

New York, Jan. 12.—The War | ?0or. This is the result of dwindling and stores, in order that it will be!pointed assistant secretary - treas-|named vice-presidents. 
Production Board’s action to contro] | Sales volume and resultant increases available to clubs, schools, indus-|urer of the company, and will| Walter R. Barry, vice-presiden; 


—— : ae - ,|in overhead costs. trial gatherings, farm meetings,|function as secretary and treasurer in charge of grocery products oper. 
caaniiaauhe pe nl yg oa government agencies, etc. while Maj. Kribben is on leave of |ations, has been enn member 
E ’ tania lof i “committee. 
not only by areas, but among differ- ’ ‘ absence. of the executive 60 

; k’ Names Sheehan 


senenemaminnsseamite 
ent types of stores within those | ts ‘Tide’ . 
areas, Eaton V. W. Read, adminis enue Wales” peematien ood ee ae tora, PAA Execs to Meet ‘Snyder Joins Blue 
. P . . g ( | > aie —_ 

trator of the inventory limitation meneuee. Mr. Sheshan hes hese @ & Thomas and BBDO as an account| Officers and directors of the Pa- | Clark A. Snyder, radio orn of 
order (1-309), explained here today member of the Look editorial staff |executive and in the media depart-|cific Advertising Association will \J. Stirling Getchell, Inc., gp hy rk, 
at a meeting of several hundred and previously served as promotion |ment, has become associated with|meet at the Mark Hopkins Hotel, | before it closed, has joined t r ta 
business paper editors and secre-| manager for the New York Journal- | Joe West, Chicago, as a representa-|San Francisco, on Jan. 22-23 for \tion relations Goparsment of the 
taries of trade associations. American. ‘tive of Tide in the Midwest. ltheir mid-winter conference. Blue Network, New York. 

While over-all mercantile inven- 


tories have been reduced within the 
past few months, Mr. Read pointed 
out, there is definite evidence that, 
witHout limitation of inventories at 
this time, financially strong mer- 
chants would again enter the mar- 
kets prepared to grab up huge 
chunks of potentially scarce goods. 

Actual resumption of competitive 
protective buying, he said, would 
leave available an insufficient quan- 
tity of consumer goods to retailers 
operating in smaller communities 


*. & e 
and to the consumers who depend | 
upon them. Federal Reserve Board | 
figures were also cited to show that | 
while inventory ratios were cut con- 
siderably in each district between 


April and October, at least two 
highly important war production 
districts have been hit hard. 
Stocks Tag Sales 

Statistics revealed that depart- 
ment stores doing a business of less 
than $500,000 a year have increased 
inventories at a much slower rate 
than their sales, Mr. Read disclosed. 
Those doing business between 
$1,000,000 and $5,000,000 had been 
able to balance their inventories 
with sales changes. Yet the big 
ones, doing an annual business 
larger than that, have accumulated 
inventories far in excess of those 
needed to service their present sales 
volume. 

Or, to put it the other way, Mr. 
Read explained, sales in the smaller 
stores mounted faster than shelves 
could be stocked, while in the larger 
ones the picture was reversed. 

Merchants are included under the 
order if they had a mercantile in- 
ventory of consumer goods with a 
cost value of $50,000 or more at the 
end of the 1942 inventory year and 
maintained sales of $200,000 or more 
of consumer goods during the same 
year. The order has been designed 
to limit receipts of merchandise in 
order to bring inventories in line 
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Marketing Considerations 
in Postwar Planning 


Included in the massive “hand- 
book” of the Committee for Eco- 
nomic Development, which is 
marked “preliminary draft” and 
confined to members of the commit- 
tee, are several lists of questions 
which business executives should 
ask of their own companies in their 
approach to postwar planning 
activities. One of these lists is per- 
tinent to marketing and distribu- 
tion and 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


questions: 

1. What plans should we make 
for marketing and distributing the 
quantity of our products which we 
estimate we can sell in the postwar 
period? 

2. To what extent should we in- 
clude in these plans changes in 
selling methods which may be 
necessary as a result of probable 
changes in markets, products, con- 
sumer buying habits, etc.? How 
far have war controls like concen- 


‘our selling program? 

3. How should we plan to rees- 

tablish enough dealers to give us 
| proper distribution? 
4. What plans should we make 
\for use during the war period to 
| keep in business the key dealers or 
key accounts that give us the bulk 
of our business? 

5. What plans should we _ be 
using during the war to retain the 
good will of our dealers? 

6. What plans should we 
|making for use during the war to 
keep our trademarks 
names before consumers and deal- 
‘ers by advertising and other means? 
7. Toward what other functions 
‘should our advertising be directed 
during the war? 

8. Should we consider new or 


includes the following tration of industry actually altered | different channels of distribution for 


| our products? 


be | 


and _ brand | 


Based on our esti- 
mates of postwar sales, how many 


salesmen shall we _ require and 
where should they be located? 
9. Are we contacting the cus- 


tomers and industries from which 
| we expect to obtain the bulk of our 
postwar business to try to determine 
their requirements, stimulate them 
to include our products in their 
planning and inform them of our 
/proposed postwar products? 

10. Are we making full use of 
marketing and market research and 
analysis in determining sales poten- 
tials, probable sales volumes, suit- 
ability of new products and poli- 
| cies? 

11. Should we consider installing 
a market research department to 
assist us in coping with our postwar 
problems? 
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to say it? 


of the citizens. 


America. 


The NEWSPAPER is the most compelling in- 
fluence in any community 
of people in their favorite community. 


Geared to the whole fabric of cach market, 
reaching all the people in each market, it ranks 
as the greatest PRIMARY advertising influence in 


| 


What does Management 
want to say? 


Where does it want 


; 
o 
$ 
% 
To whom should it 
be said? 
° ; 
* 
Examining today’s and tomorrow’s j 
problems business executives are in- : 
creasingly considering: : 
Meeting a changing pattern thru the ADVAN- ‘ 
TAGE of saying what they wish, as strongly Ks 
as they wish, in the selected markets they 
choose. ; 
Gaining the flexible budget and sales control ® 4 
of market choice, maneuverability, timing and i : 
sharp mass penetration. 2 
2 Meeting the challenge of consumer education ' 
by weaving headlines, illustrations and 
printed text into creative units which explain 4 
the story clearly, simply and visually. 
cd 
These advantages and values are : 
offered by the most distinctive market j 
personality and power ever created— : 
the NEWSPAPER. 
: 
Recording and reflecting the daily life and vital 4 
interests of a community, the newspaper has an ‘y 
unmatched penetration into the minds and lives 


it is the fellow citizen 


One of a series of news- 

. poper advertisements pre- 

pH pored by the Heorst News- 

3 popers. Other Organizetions 

ore welcome to reprint this 

newspaper advertisement 

with or without credit line to 
the Heorst Newspopers. 
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12. Are we as producers of pri- 
mary goods fully aware of plans of 
the users of our products? 

13. Should we seek greater spe- 
cialization in selling and advertis- 
ing through decentralizing responsi- 
bility now carried by top sales 
executives and give more authority 


‘and responsibility on particular 
‘products and problems to indi- 
\vidual members of an_ enlarged 


executive group? 

14. To what extent are we main- 
\taining the necessary contacts 
labroad (where possible) and with 
|\government to assure having the 
'best available information on ques- 
\tions concerning tariffs and foreign 
\trade policies so we shall stand the 
best chance of securing our share 
lof world markets? 
| The Committee for Economic De- 
|velopment has recently set up an 
Industrial Advisory Board under 
the chairmanship of David C. 
Prince, General Electric Company, 
through local branches of which 
business eventually will be able to 
confer with the committee when its 
organization and plans have pro- 
gressed sufficiently. 


Among the first to advocate 
through advertising that business 
should be devoting a _ reasonable 
amount of thought toward the fu- 
ture was Durez Plastics & Chemi- 
cals, Inc., North Tonawanda, N. Y. 
It is continuing its series of adver- 
tisements featuring new ideas con- 
ceived by prominent industrial de- 
signers which may be produced 
jafter the war with the added 
thought that if workers can be 
shown what they may be able to 
obtain with their money after the 
war they will not only work harder 
| to produce, but will also save more 
|so they may acquire these things. 


In the battle of metals after the 


war, aluminum will not knock out 
steel or any other metal and vice 
versa, Aluminum Company _ of 


America assures readers of its “Alu- 

;minum News-Letter” for December. 
| There will be plenty of business for 
all, it declares, and furthermore, 
wartime experience has developed 
many combined uses for the metals 
and plastics, which will result in 
continued cooperation after the war. 
“Incidentally,” the publication com- 
ments, “do you know just what ton- 
nage of the steel business our entire 
aluminum industry would capture if 
every pound of our 2.1 billion- 
pound annual capacity were to re- 
place steel after the war? Just 
about one per cent!” 


| 
| ices 
Gives 15°, Bonus 

Gannett Newspapers, Rochester, 
N. Y., has announced that 15% of 
the profits for 1942 will be given to 
employes as a bonus, and has asked 
| that all subsidiaries of the company 
| take similar action. This conforms 
|to a practice of profit sharing with 
employes which has been carried on 
for several years. 


Josam Appoints Allen 

W. S. Allen, formerly sales pro- 
|motion manager of Crane Company, 
has been appointed vice-president 
in charge of sales and advertising of 
Josam Mfg. Company, Cleveland, O. 
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you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2o0d in New England. With 
@ minimum cost reach 
urban and suburban popula- 


tion. 
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Names Erwin, Wasey 

Mystic Laboratories, division of 
Affiliated Products, New York, has 
appointed Erwin, Wasey & Co., 
New York, to direct advertising for 
Mystic hand lotion and hand cream. 


Gets Coal Account 


N. W. Ayer & Son, Philadelphia, 
has been named to direct advertis- 
ing for Anthracite Industries, Inc., 
New York. 


“Right in the middle of the 
Green Hornet mystery on WFDFP, 
Flint, Michigan, he comes out 


po? 


with the murderer’s name! 


Willys-Overland 
Gets Ready for 
Postwar Market 


Reserves Set Up 
for Conversion to 
_ Peacetime Production 


| Toledo, Jan. 13.—Willys-Overland 
| Motors—whose Americar engine is 
powering the Army’s Jeeps on 
world battle fronts—gradually is 
clearing the decks for peacetime 
production of motor cars. 

The company’s concern with the 
future and a place high among the 
nation’s car manufacturers after 
victory is won, was pointed up this 
week in its annual report. The 
elaborate statement, carrying Many 
pictures of current wartime prod- 
ucts and charts showing its full 
operations, resembles a magazine in 
attractiveness. 

For the fiscal year ended Sept. 30, 
1942, Willys-Overland lists net sales 
of $109,273,626, compared with $21,- 
781,445 for the previous 12 months. 
Of that sum, 96% is comprised of 
production of the Jeep, powder and 


and sub-assemblies, gun parts, | 
shells, bullet cores and tank parts. | 


| 
First to Convert 


Willys-Overland claims top rank- 
ing as the first motor manufacturer | 
to convert its factories 100% to war | 
production and in its advertising 
last year made much of the point 
that the Jeep engine now being 
used by the armed services is a 
regular Americar engine—a motor 
which may be counted on to figure 
heavily in the postwar marketing 
of civilian cars. 

Net profit was set at $1,265,399 
for 1942, compared with $809,258 
during the previous year. Concern 
over the problems of adjusting to 
peacetime operations is revealed in 
the fact that the company set up 
reserves of $2,239,593 during the 
year for contingencies and conver- 
sion to postwar manufacturing. It 
also repaid $1,610,350 on an RFC 
loan, leaving a balance of $839,650 
remaining to be paid. 

The Jeep, Willys-Overland de- 
clared, was adopted by the Army in 
the first quarter of 1942 as a 
standard vehicle after exhaustive 
tests. To increase the supply, the 
company turned over plans for the 
engine to thé Ford Motor Company, 
Detroit, for added production. 

Performance of the Jeep during 
World War II is expected to provide 


CATALOGUES 
PUBLICATIONS 
GENERAL PRINTING 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers €2 Hall Co. Plant) 
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ammunition hoists, aircraft forgings | 
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Willys-Overland with a potent sell- 
ing message after peacetime assem- 
bly lines start up again. Mean- 
while, the company has hammered 
hard at the consumer market—even 
though no Americars are being 
made now for unrestricted sale— 
with the fact that actual Americar 
engines drive the fighting Jeeps. 


Philco Corporation 


Earnings for the quarter ended 
Sept. 30 totaled $595,893, against 
$644,039 during the comparable 
quarter last year. For the nine 
months ended Sept. 30 income was 


$1,398,280, compared with $1,502,146 | 


for the like period in 1941. 


Celotex Corporation 


Net profit for the year ended Oct. 
31 was $1,123,967, compared with 
$1,749,099 during the same period in 
1941. 


Burlington Mills Corp. 


Income during the year ended 
Sept. 26 amounted to $3,372,388, 
compared with $3,373,558 for the 
like period of 1941. 


American Distilling Company 

For the nine months ended Sept. 
30, earnings were $1,136,587. No 
figures are available for the com- 
parable period in 1941. 


Pharis Tire & Rubber Co. 

Net earnings for the year ended 
Oct. 31 were $119,027, against 
$234,633 during the comparable 
period of 1941. 


Collins & Aikman Corporation 

For the nine months ended Nov. 
28, profit was $87,331, compared 
with $1,463,707 for the like nine 
months in 1941. 


Geo. E. Keith Company 

Income for the year ended Oct. 31 
was $428,051, against $62,922 during 
the same period a year ago. 


Beatrice Creamery Company 
Profits for the third quarter ended 

Nov. 30 totaled $325,061, compared 

with $343,997 during the like quar- 


|}same period in 1941. 


sued 


HELP US 
HELP YOU 


AT TIMES we may be temporarily out of certain merchandise 
that you want._.in a few instances we may not be abie to obtain 
some items at ali until Victory is Won...Some of these foods 
come trom Overseas and we must defeat the Hun and the Jap” 
before we can get them again. 


UNCLE SAM has called some of our store fofks into his Service 
and we're proud that they're working to bring Happiness and 
Securi’s to every one of us...Our new folks are anxious to 
serve you and to make shopping at YOUR PIGGLY WIGGLY 
store the same pleasure it has always been. 


items sold each customer be restricted... These 

are bor the protection and benefit of everyone... Please accept 
them cheerfully and we'll do our part to handle your trans. 
action in the quickest possible manner. 


THANK YOU! 
PIGGLY WIGGLY 


Have You Bought Your War Stamps Today ? 


Working fast after Agriculture Secretary 
Wickard's announcement of increased 
food rationing in February, the adver- 
tising department of Piggly Wiggly 
Corp., Atlanta, sent this store sign to all 
its outlets and offered package stuffers 
to help explain the new setup to con- 
sumers. 


ter of 1941. Income for the 12 
months ended Nov. 30 amounted to 
$1,664,973, against $1,740,708 for the 


A. O. Smith Corporation 


Profits for the third quarter ended 
Oct. 31 totaled $1,421,817, against 
$1,382,688 for the third quarter of 
1941. 


Seiberling Rubber Company 

For the year ended Oct. 31, earn- 
ings amounted to $732,928, com- 
pared with $813,918 during the same 
period in 1941. 


Great Northern Railway 
Earnings for the 11 months ended 
Nov. 30 were $26,205,121, against 


OUR SPECIALTIES 


Catalogues Publications 
Booklets Paper Covered Books 
Flyers House Organs 
Proceedings Convention Dailies 


Price Lists General Printing 


Typesetting Always clean linotype and 
monotype. Standard and special type faces, if 
desired, from our own machines and type foundry 


Presswork We have the most modern presses 
to produce any type of printing job economically 
Color presses, one or more colors, operated by 
master pressmen 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy 


Mailing If desired, we mail your printed 
matter direct from Chicago— the central point of 
distribution. The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or Customer as fast as our 


presses pr int. 


Telephone 
WABash 3380 


PRINTING PRODUCTS CORPORATION 


NATIONAL Printers 


| ONE OR MORE COLORS 


Poik and La Salle Sts., Chicago, Ill, 


Excellent Quality 
Due to—Modern Equipment and Master 
Printers. 
Quick Delivery 


Due to—Modern Automatic Machinery — 
Day and Night Service. 


Right Price 
Due to—Superior Facilities and Efficient 
Management. 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, publication, catalogue, ad- 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 
Let us estimate your printing needs — however 
large or small. Estimates place you under no 
obligation 


LOCAL 


Dun & Bradstreet, Inc. Rates 

Printing Products Corporation 

and Associates over $1,000,000 
Highest Credit 


THE RIGHT INTRODUCTION 
Gets You In! 


No “outsider” can match the selling influence of 
WMBD in the rich Peoriarea market. It’s the one 
medium that blankets 16 of the richest counties in 
the heart of Illinois. ‘This area derives its riches 
from a wide, steady, and varied industrial group 
and an extra productive agricultural section. 


NEW CONLAN SURVEY — 36,955 Calls 
Just finished—a 36,955 completed 
calls survey by Robert S. Conlan & 
Associates, City. Results 
show WMBD’s dominance in Peori- 
area. For full details 
call Free & Peters or 


write WMBD. 


Kansas 


PEORIA, ILL. 


SOUND MERCHANDISING ASSISTANCE 


Peoriarea knows WMBD—and WMBD knows this mar- 
ket inside and out. We will gladly answer your ques- 
tions about Peoriarea—cooperate fully in merchandis- 
ing your products here. 


WMBD is a member of CBS network 


FREE & 
PETERS, 110. 
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$14,502,065 during the comparable 
11 months of 1941. 


Alabama Great Southern R. R. 

income for the 11 months ended 
Nov. 30 was $2,031,207, compared 
with $2,146,049 for the like period 
in 1941. 


Denver & Rio Grande R. R. 

Net profit for the 11 months ended 
Nov. 30 amounted to $10,771,042, 
against a net loss of $2,571,705 dur- 
ing the comparable period of 1941. 


Maine Central Railroad 
For the 11 months ended Nov. 30 
earnings totaled $1,445,793, com- 


Rural Traffic Drop 
of 41% in East 


Felt in November 


Washington, D. C., Jan. 12.— 
Rural traffic dropped 41% in 16 
mileage-rationed states during No- 
vember, whereas the decrease in 25 
unrationed states was only half as 
much during a similar period, the 
public roads administration of the 
Federal Works Agency revealed 
yesterday. The counting devices 
were 500 “electric eyes.” 

This count, 
cant since it was made in the last 


particularly signifi- | 


pared with $1,087,011 for the mane | 
11 months in 1941. 
Swift & Co. 


month before gasoline rationing be- 
came nationwide, indicated that the 
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41% figure was comparable to a 21% 
|decline in unrationed states. 

| At the same time, November tax 
collections on motor fuel were an- 
|/nounced by the public roads admin- 
istration. The figures (largely rep- 
resenting usage during the previous 
|month of October) showed a 25% 
decline in the rationed area against 
'a 14% decline in the non-rationed 
area, according to returns filed by 
28 states. Net receipts in these 
states totaled $38,983,000, or 19% 
| less than in November, 1941. 


‘Times’ Becomes Monthly 


| Beginning Jan. 15, the Monetary 
Times, Toronto, has been changed 
to a monthly publication, and will 
feature a new, enlarged format. 


Names Lacy, Fenchen 


Hotel William Penn, Pittsburgh, 
has appointed Norman Lacy as di- 
rector of sales and promotion. Mr. 
Lacy has been associated with the 
Statler Hotels organization for 18 
years. John Fenchen, former sales 
manager of Hotel William Penn, has 
been named sales manager of Hotel 
Pennsylvania, New York City. 


Advances Bedford 


A. Clarke Bedford has been ap- 
pointed general sales manager of 
Standard Oil Company of New 
Jersey and its affiliated Esso Mar- 
keters. 
assistant general sales manager 


Mr. Bedford, who has been | 


| ‘Courier-Journal’ 
Shifts Personnel 


Lisle Baker Jr., treasurer of the 
Louisville Courier-Journal and 
Times, has been appointed vice- 
president, and Henry M. McClaskey, 
advertising director, has been pro- 
moted to assistant general manager. 

J. Garrett Noonan, display adver- 
tising manager, has been advanced 
'to advertising director to replace 
|Mr. McClaskey, and Arthur E. Eyl, 
of the papers’ sales staff, has been 
named display advertising manager. 


‘WSYR Adds Boyd 
R. Stewart Boyd, formerly district 
representative of General Foods 


isince 1936, succeeds R. T. Halsam,| Sales Company, has joined Station 
pe recently was elected a director | WSYR, Syracuse, N. Y., as promo- 
of Standard of New Jersey. I tion manager. 


Earnings for the year ended Oct. 
31 totaled $16,972,721, against $17,- 
908.725 during the comparable 
period in 1941. 


Schenley Distillers 

Net income for the quarter ended 
Nov. 30 amounted to $2,227,951 
compared with $2,245,740 for the | 


like quarter last year. 


Servel Inc. 

Profits for the quarter ended Oct. 
31 were $994,163, against $389,545 | 
during the same quarter last year. | 
For the year ended Oct. 31 income | 
was $1,052,846 compared with 
$2,737,603 during the like period in 
1941. 


Solar Aircraft Company 

Net earnings for the six months 
ended Oct. 31 were $323,796. There 
is no repert available for the com- 
parable period in 1941. 


Baltimore & Ohio R. R. 
During the 11 months ended Nov. 
30, income totaled $31,972,287, 
against $19,601,188 for the com- 
parable 11 months last year. 


Milwaukee Road 

Net earnings for the 11 months 
ended Nov. 30 were $10,355,321, 
compared with $5,565,987 during 
the same period last year. 


Cc. B. & QO. R. R. 

Profit for the 11 months ended 
Nov. 30 amounted to $24,455,046, 
against $9,612,112 for the like period 
in 1941. 


Del., Lackawanna R. R. 

Income for the 11 months ended 
Nov. 30 was $4,432,040 compared 
with $3,218,534 during the same 
period last year. | 


New Haven R. R. 
For the 11 months ended Nov. 30, 
earnings totaled $17,659,386, against | 
$4,668,370 during the same 11| 
months in 1941. 


Firestone Tire & Rubber 

Earnings for the year ended Oct. 
31 amounted to $12,481,129, com- 
pared with $11,262,428 for the like 
period last year. 


Norfolk & Western Rwy. 
Net profit for the 11 months | 
ended Nov. 30 amounted to $19,488,- | 
702, compared with $25,244,301 | 
during the same period in 1941. 


R. G. Le Tourneau 

Earnings for the 11 months ended . 
Nov. 30 totaled $2,917,660, against eee? wee 
$2,662,101 during the comparable : 
11 months in 1941. | 


American ingenuity! ! 


Indiana Markets 


No 2 


IN NUMBER of FAMILIES 


Second largest city in In- 
diana when the 1940 Census 
was taken ... Fort Wayne 
is Indiana's second largest 
city today. War work has 
brought into Fort Wayne its 
full share of new families. 


FORT WAYNE 


Che News Sentinel 


FAMOUS BRANDs 
PRODUCTION GLOss 


ERN G 
MODE LOSs 
ODUCT 
by oe ay 


Late in 1942.. 


to carry as much 


SHATTERING ALL TRADITIONS 


So, in spite of limited shipping facilities, our boys overseas, no matter 
where they may be, get a pound of good red meat per man per day... 
and we are also helping feed the United Nations. What a monument to 


For years America has led the World in developing tradition-shattering 
methods of producing things better, faster and for less, thereby making 
them available to more people. Thus it was that a few years ago... 
when the use of coated printing paper was restricted because of its 
high price... Consolidated produced coated paper so speedily and 
economically that its price could be reduced sensationally. 


CONSOLIDATED (2227 PAPERS 
AT UNCOATED PAPER PRICES 


It was inevitable that the introduction of Con- 
solidated Coated Paper at uncoated prices would 
cause a revolution in the field of printing! 


Advertisers, who had been forced by budget 
limitations to accept less effective reproductions 
of their engravings on uncoated paper, were 
able to use a fine coated stock at no greater . 8 
cost. Others, who had always used coated 
paper in spite of its price, found 
they could make worth - while 
paper savings without lessening 
the quality of their printed pieces. 

The “‘life blood”’ of many Pub- 
lishers was the attractiveness of 


MAIN OFFICES 
WISCONSIN RAFIDS, WISCONSIN 


Four Modern Mills... All in Wisconsin 


. when “Dehydrated Beef” started to flow to our 
forces across the 7 seas... America initiated another tradition- 
shattering development. Today prime steers are slaughtered and 
the beef dehydrated and compressed. This reduction in bulk and 
weight, plus the fact that dehydrated meat can be shipped without 
refrigeration, makes it possible for one ship or truck or freight car 


native can trot through the jungles with a dehydrated meat ration 
for an entire company. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


meat as ten did a few years ago... and one 


their magazines. No longer was it necessary for 
them to compromise between quality and price. 
By using one of the various grades of Consoli- 
dated Coated they could get the utmost in print- 
ability at paper prices which a few years previous 
had been out of the question. 


If the cost of fine paper is one of your prob- 
lems, we urge you to try Consolidated Coated. 
Made in four grades (listed at the left), one 
of which is almost certain to meet your most 
rigid requirements. Your paper merchant or 
printer will gladly estimate justhow and how 
much Consolidated Coated can save for you. 


SALES OFFICES 
135 SO. LA SALLE ST., CHICAGO 
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‘Make AFM Like 
Ascap, Petrillo 


Advises Senators 
Jobs, Not Money, Are 


Root of Problem; Board 


Hits Lack of Program 


(Picture on Page 35) 


Washington, D. C., Jan. 13.— 
James C. Petrillo, impaled on the 
questions of a Senate interstate 
commerce sub-committee, admitted 
today that the object of the Ameri- 
can Federation of Musicians’ ban on 
transcriptions could be achieved by 
legislation “making us like ASCAP.” 
Previously, the AFM chief had 
doggedly declared that “more work” 
was the ban’s sole objective. 

In answer to Committee Chair- 
man D. Worth Clark’s query as to 
why the ban cannot be lifted while 
negotiations between the AFM and 
the transcription companies are 
being conducted, the union leader 
said it would be unfair to the union. 
He likewise refused to lift the ban 
for 30 days when the Idaho senator 
suggested this alternative. Pre- 
viously Mr. Petrillo had agreed to 
reverse the edict if President Roose- 
velt asked him to do so. 

He promised, however, to negoti- 
ate differences with the broadcast- 
ers and record makers, and said the 
AFM board next month will draw 
up a compromise proposal and sub- 
mit a written statement of union 
demands to the committee. 

The labor chief, obviously irri- 
tated and confused by the many 
questions hurled at him by the com- 
mittee and its special counsel, Her- 
bert W. Bingham, made a number 
of startling statements. Among 
them: that Mr. Petrillo is not aware 
that any station in the country does 
not have network service; that he 


| ducted. 


MAKES WORK PLEA 


. 


| 


James C. Petrillo, president of the Amer- 
ican Federation of Musicians, emphasizes 
the issues in his controversy with the 


recording and. broadcasting industries 


Burton K. Wheeler of the Senate inter- 
state commerce committee failed to pro- 
duce a definition of AFM demands. 


‘did not realize the storm which 
would arise following his ban of 
transcriptions; that he and the AFM 
may have erred in calling for the 
ban, and erred further in not pre- 
senting direct goals to the transcrip- 
tion companies so that the compa- 
nies might know on what basis the 
disguised strike was 


There were many indications that 
the current investigation will take 
many bypaths. Mr. Petrillo, read- 
ing his prepared statement at the 
beginning of the session, noted: “It 
is necessary to make a full investi- 
gation of the industry. Only by 
such investigation can the tremen- 


dous control of the entire music in- | 


dustry, including record making, 
radio broadcasting and the like, be 
shown to be in the hands of a few 
giant corporations who have become 
powerful and prosperous on the 
original work, and at the expense 


of, the live musician. The Ameri- 


The First Twelve 


‘Southern Newspapers 


in Circulation Standing 


_ 


. The Atlanta Journal . 


2. New Orleans Times-Picayune. 142,971 


3. The Louisville Times 


4, The Atlanta Constitution 


5. Memphis Commerical Appeal 


6. Birmingham News 


7. Louisville Courier-Journal 


A.B.C. Pub’rs. Statement--6 Mos. Ending Sept. 30, 1942 


8. The Houston Chronicle 


9. Dallas Morning News 
10. The Houston Post 


11. Dallas Times-Herald 


12. Fort Worth Star-Telegram 


Daily Sunday 
175,085 231,535 
231,853 

140,389 
136,529 148,537 
135,575 167,035 
131,083 157,728 
127,341 212,765 
121,561 132,901 
114,272 130,941 
104,639 115,793 
104,332 102,492 
96,871 150,149 

ADV. 


a 


after repeated questioning by Chairman {evidence that 


being con- 


can Federation of Musicians re-|man James L. Fly to admit that the 
spectfully requests this committee | “live talent” sections of radio sta- 
to look into the charges frequently |tion franchises are often not ful- 
made, and which we believe to be/|filled. “If I were in FCC,” Sen. 


|true, of monopoly, interlocking ar- | Tobey declared, “they (the stations) 


rangements and large profits.” would live up to the rules or their 
This information, the AFM chief | licenses would be revoked—that’s 

said, could be had by a “complete | all!’ 

examination and cross-examination 

of the higher officials managing the 


industry.” The hearing’ reinforced the 
opinion of observers that the real 

Thorough Quis Likely pcm in the Petrillo picture is not 

A point which emerged during|money but jobs. Victims of tech- 
the wrangling of the committee is | nological change, the musicians have 
the feeling among some of the mem- | long sought to fight “canned music” 
bers that the radio industry sti | grounds of esthetic and emo- 


Jobs Are AFM Stake 


look for more than a mere investi- | tional appeal. In the radio field, the 
gation of the AFM’s recording ban.|AFM has adopted a strange system 
Said Sen. Charles W. Tobey of New | of 
Hampshire, “Before we’re through, | 
we’re going to have a thoroughgoing 
investigation of the whole radio and 


“make-work” which leads to 
stand-bys and extras, and which 
makes the record turner, the plat- 
ter-jockey, a musician. By these 
recording industry.” |devious practices, the scale for mu- 
Mr. Petrillo declared that the/|sicians has been forced into the 
AFM is now seeking to establish | higher notes—so that a musician 
stations have cut now playing on sponsored programs 
transcriptions from broadcast sus-|in Chicago actually makes $150 per 
taining programs, and have some- | week. 
times hitch-hiked commercials on| But while the rate of musicians’ 
the heels of a _ sustaining network | pay has spiraled, the number of 
program, such as a pickup of an | musicians employed in music has 
orchestra from a hotel ballroom. declined. Transcriptions, over and 
At this, Sen. Tobey reminded the | above the fact that the AFM feels 
commission, Mr. Petrillo and the|that the musician’s recompense is 
audience that he had forced Federal | not equitable in terms of the money 
Communications Commission Chair- | which the _ individual 


ee 


transcription accrues, have djs. 
placed musicians, according to Ary 
officials. 

Harried by Sen. Burton kK 
Wheeler, an able harrier, du; ng 
yesterday’s morning session, “C;¢_ 
sar” repeatedly faced the questi,): 
“What do you want, and from whom 
do you want it?” 

As other questioners steered the 
AFM chief away, the Montana sen. 
ator—noted for his liberal and pro- 
union leanings both as a senator 
and as a corporation-bucking law- 
yer in his youth—returned relent. 
lessly to ask what the AFM intendeq 
to gain by the ban, why it was 
called and on what terms it would 
be lifted. 


Musicians’ Plight Told 


Mr. Petrillo had no program jo 
offer, beyond a repetition of his 
“more work for our boys” plea, 
Later in the afternoon, as Joseph 
Padway, chief counsel for the 
| American Federation of Labor, took 
|Over the microphone for a moment, 
the “more work” term was simpli- 
\fied. “More work means more 
;money, more widely distributed,” 
in Mr. Padway’s phrase. 

The committee, particularly its 
chairman, Sen. Clark, prebed con- 
tinuously on the reason the AFM 
‘had not presented transcription 


record or|companies with some demands or a 
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plan which would end the trans-| 
cription ban. _ 

The actual plight of the musicians 
was portrayed in a study presented 
by AFM attorneys. From 20 locals 
there are 45,000 men out of 63,000 
who are jobless. Mr. Bingham, 
whose cross-questioning of the labor 
leader during the afternoon was 
reminiscent of a criminal court, 
elicited the admission that the union 
cometimes uses the term “‘unem- 
ployed” to mean men who are 
trained to be musicians, are not able 
te work as musicians and are now 
earning a livelihood in some ether 
fashion. 

Mr. Bingham also drew from Mr. | 
Petrillo the admission that no sur- 
vey was made of union unemploy- | 
ment in the period prior to the) 
transcription ban, and the union 
chieftain also admitted that employ- 
ment conditions had not improved 
since the ban’s imposition. 


Blasts Unemployment Thesis 


Mr. Bingham also assailed the 
thesis that union members lacked 
opportunities for employment. In 
this connection he cited articles in 
Variety during late 1941, in which 
the demise of popular dance bands 
due to drafting of musicians and 
the inability to find adequate re- 
placements was reported. 


Another interesting facet was the 


report of the number of musicians 
actually employed in radio: 2,100 
full time, 1,100 part time, and 600 
hill-billy (the latter a classification 
which the AFM reports separately). 

To the senators’ questions regard- 
ing the plight of the small stations 
now withering under the AFM ban, 
Mr. Petrillo finally admitted that he 
was not after the smaller stations, 


‘of War Information, 


said that he 
meant what he had written about 


making transcriptions at the request | 


of the President and replied affirm- 
atively to Sen. Clark’s question as 
to whether he would lift the ban if 
President Roosevelt asked him to 


|do so. 


recognizing that they had no money | 


to maintain studio orchestras. “If 


there’s no money there, we can’t get | 


it,” he explained. 


There are, however, 201 stations | 


which receive network service and 


maintain no studio musicians, he 
added. 
Camp Fiasco Aired 
The fiasco of the Interlochen 


music camp was given a thorough 
airing, with Mr. Petrillo reiterating 


a previous declaration that the $275 | 


paid by students to go to the camp 
lifted it out of the amateur class. 
Under fire by Mr. Bingham and Sen. 
Clark, Mr. Petrillo blurted that he 
did not believe the camp was a non- 
profit organization and drew a rep- 
rimand and severe lecture from Sen. 
Clark for being unable to substan- 
tiate his views with some sort of 
evidence. 


REOPEN PETRILLO SUIT 


Chicago, Jan. 12.—Adding the 
charge that the American Federa- 
tion of Musicians’ ban on recorded 
music will force 500 independent 
radio stations out of business, the 
government reopened this week its 
suit to win an injunction against the 
union. 

Federal Judge John Barnes or- 
dered union officials, including 


Pres. James C. Petrillo, to appear | 


in court Jan. 18 to show cause 
why a temporary injunction against 
the ban should not be issued. Judge 
Barnes dismissed last Oct. 12 the 
original petition filed by Daniel C. 
Britt, special assistant attorney 
general. The threat to independent 
broadcasters is cited in the amended 
petition which the judge granted. 
Government attorneys have ap- 
pealed the initial setback to the 
U. S. Supreme Court. Thurman 
Arnold, head of the Department of 


Mr. Petrillo, hemmed in by Sen. | Justice’s anti-trust division, is ex- 
Clark’s quotation from his letter to | pected to come to Chicago to press 
Elmer Davis, director of the Office | the government’s case next Monday. 


Appoints Kiernan 

Whitehill Agency, insurance 
underwriter, has appointed Frank 
Kiernan & Co., New York, to place 
its advertising coincidental with the | 
jcommemoration of its 20th anni- | 
versary, which will be announced 
this month in insurance business 
papers. 


Becomes Morning Paper 


The Daily Breeze, Dansville, N. Y., 
has changed from an afternoon to a 
|morning paper, with no editions on 
| Sunday and Monday mornings. The 
| newspaper formerly published every 
— except Saturday and Sun- 
ay. 


| 


Promotes Galliher 


Pittsburgh Plate Glass Company 
has named W. I. Galliher as execu- 
tive sales manager of the Columbia 
chemical division, manufacturer of 
heavy industrial chemicals. Mr. Gal- 
liher, formerly director of sales, suc- 
ceeds Eli Winkler, who has been 
retained in the capacity of executive 
consultant. 


Names Interstate 


The Informer Chain of newspa- 
pers, including Houston Informer, 
Dallas Express, Fort Worth Mind, 
and the New Orleans Sentinel, has 
appointed the Interstate United 


AIDS CONSERVATION 
| Gas rationing WECEELERS J 


—_ 


Give your cor the extra core 1) needs... and te make 
rem well lest long teem vp with these 2 greet stendbys 


STANDARD STANDARD’S 
RED CROWN 


GASOLINE oe om tw more 


U mal 
wp SEE YOUR STANDARD OIL DEALER 


Standard Oil Co. of Indiana will con- 
tinue this cartoon-style theme of pre- 


senting car conservation aids during 
1943, since a survey has revealed its 
effectiveness. 


Standard Oil Will 


Newspapers, Inc., New York, as its 
national advertising representative. 


e’ rlenty of Paper in Lhis 


,) 


Pulp and paper mills of America contribute many ma- 
terials for making and delivering explosives that are rocking the axis 
on every front. But long before the present emergency, these same mills 
were producing paper for advertising broadsides, magazines, and news- 
papers, to create the sales that built great industries ...industries whose 
production will win this war. Champion produces many essential ma- 
terials, including paper for the Government’s many advertising promo- 
tions and millions of ration books. This mill supplies paper for hun- 


dreds of house magazines and for other morale building material. 


Champion paper helps industry perform indispensable service in pro- 


moting war bond sales and scrap collections, and in telling the vital 


part that business plays in achieving the victory and keeping the peace. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO .. . CANTON, N. C,.. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO + PHILADELPHIA « CLEVELAND - BOSTON - ST. LOUIS + CINCINNATI+ ATLANTA 


Continue Its Car 
Conservation Copy 


Chicago, Jan. 13.—The proven 
theme of car conservation will be 
continued during 1943, with news- 
papers slated to get the majority of 
its advertising appropriation, Stan- 
dard Oil Company of Indiana an- 
nounced today. 
| A survey of midwest motorists 
| before and after nationwide gaso- 
| line rationing went into effect pro- 
| duced heartening results, Edward G. 
| Seubert, company president, said. 
Company representatives who inter- 
viewed motorists before rationing 
poser ge that 16% planned to give 
their cars better care than they had 
| before the war. A second survey 
|was conducted shortly after the 
| start of Standard’s series of news- 
paper advertisements stressing car 
conservation methods. “Among mo- 
| torists who had read Standard’s 
|newspaper advertising, more than 
| twice as many said they would give 
| their cars better care,’’ Mr. Seubert 
| said. 
| Standard also plans two special 
advertisements in dailies and week- 
| lies in its territory, one pointing up 
| the importance of the service sta- 
| tion dealer in the war effort, the 
|other promoting a new war tire 
| constructed of scrap rubber, which 
| the company has announced it will 
| sell. 
McCann-Erickson, 
the account. 


| 


Inc., handles 


Joins Cleveland Agency 


Jackson Hazelwood, for the past 
| three years with the advertising and 
| Protaateon department of Gisholt 
|Machine Company, Madison, Wis., 
jhas become associated with Fuller & 
|Smith & Ross, Cleveland, in charge 
|of the Westinghouse account. 

| 


Guinter Joins Tyson 


George H. Guinter has joined 


'O. S. Tyson & Co., New York, as 
|production manager. Mr. Guinter 
formerly was production manager 
of the New York office of Maxon, 
| Inc. 


Joins S. Duane Lyon 

Harry C. Waterston, formerly 
with Deutsch & Shea, New York, 
has joined S. Duane Lyon, Inc., New 
York, as account executive. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bidg. Chicago, IM. 
BUSINESS PAPERS «© FARM PAPERS 
GENERAL MAGAZINES 
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. 1942-41 ADVERTISING LINAGE IN NATIONAL MAGAZINES Few Takes on Liggett 
agazines ose | —1942—  ——1941—, oy Cae & Myers Ad Duties 
Pages Lines Pages Lines Pages sines ages sines E 
| GENERAL | Parents’ (N. Y. Metro. Liggett & Myers Tobacco Com- 
- : Pe emagy persicae aol or Rr aentey 556.2 238,590 575.4 246,821) pany has announced the following 
itt e roun in |; hateae emeesioe re —_ 30,192) sparents’ (National)... 520.8 223,406 542.3 232,632) personnel changes: W. D. Car. 
Pima ROGEVE....-- esta enn ann 4106 176.142 |*Personal Romances .. 124.7 53,496 119.2 51,145 | michael, for many years vice-pres;- 
| MCPICAM «cece cececes io. 40 . 49, “| Photoplay-Movie Mirror rs rs 
. |*American Forests .... 79.2. 33,250 = 102.7 43,120 | a ee 390.1 167.370 403.0 172,89¢|@ent and a, ae retired in 
if { W if Year | American oo! ee 356.7 225,412 4-4 gored Radio Mirror (Mac)... 298.1 127,865 288.9 123,945 po tas ge es wit . te pote ed s 
| Ametions Legion ied 127.1 54,534 122.7 52,640) Romantic Story (F)... 298.2 127,934 261.1 109,678|employe re cee me A p A waa B. F. 
7 "ts & yecoratior nani Saci 6 6 4 4 . 96, " , a ‘tor 
, . } "“Heuilnal wits Sour) 17.1 10,779 127.0 80,274 |  ncrpaee ih gl gi pee i ye ett 5608 111.878 a Mr Plt wine - 
Chicago, Jan. 13.—Despite fears |q.ia .................. 29.8 12,783 39-6 17,106 | Screen Romances (MM) 342.4 146,871 328.9 141,121 | director of advertising 4 
of possible heavy losses during the | iBeauty & Health..... 39.1 =: 16,753 120.9 51,894) sestardom .........-- ae GU iiss * acaces W.. A. Blount, a director of the 
i azi Better Homes & ‘ue Confessions (F).. 338.9 145,378 312.0 131,055 mah at : 
oe al ge Magic om aged a 459.8 390,616 599.5 379,074 | Truc eaporionste (Mac) 332.5 1425623 922.2 1381235 |Company and in charge of produc- 
wound up 1942 with a decline of| Royse Lite 12.2.2... 1905 C1075 1504 100908 15.—- tone & Romances tion and purchase of leaf tobacco. 
only 2.4% in advertising linage, as|Child Life ............ Dy ee ae ed Pe,” eee $20.3 137,426 311.1 133,442/has been named a vice-president’ 
compared with 1941, a study of re- | ‘ a tenon Herald ..... te: oe aet “908 20'914| Prue Romances (Mac). 347.4 149,066 333.5 168,008 |G. W. Thompson, assistant to G. W. 
a : .? LCOIMMDIA ..csccccceses 34.7 23,615 30. 20, s Se eer ce 460.1 197,375 515.3 221,083 | : Pe = . ea 
ports from the Publishers’ Informa- |.) opolitan ......... 551.6 236,630 600.1 257,423 | ae satel Lise 7ono38 1.3770 870284 | Whitaker, vice-president, has been 
tion Bureau to ADVERTISING AGE) ;Country Life ......... 124.1 178,423 290.9 195,487 | Weman’s ‘Dav |) "3907 «197.573 «315.8 135.487) @Ppointed a director. 
revealed this week. They carried a sDell, Detective Group. — oaere 104.6 ert | Siemans Masks Cen j ni 
total of 47,235,618 lines, compared ee OVER teen ees ~~ Dg wees baad ON a a ee a 582.5 396,075 610.3 415,011 ; 
. ase tt - ER, &6edebeeniwey cise 68.5 29,391 79.9 34,293 |. 45.0 28,440 126.5 79.914| Returns to Malkiel 
with 48,410,413 lines during 1941. | Esquire (National) .... 578.7 388,889 625.9 420,593|'*°U cccccr tees ee eee | eee Se iis, ieeiaindiens iemiiniih oil ad 
Weeklies, recovering from the|*Extension ........... 107.6 8 =—74,080 §=113.0 = 77,086! otal Group ........ 14,090.0 7,184,472 14,654.9 7,454,323 |. ns pn “ ea Ein aaa distributed 
7 : t f th ar.| Fawcett Men's Group. 92.6 39,719 77.4 32,501 STANDARD jul ora g 8,2 1 € 
first adverse impacts o e war, |! é Lg. ; 7 STANDAR ; : 
dually i red thei siti eee raeehs<aees 75.9 32,562 69.3 29,724) american Mercury 117.1 21,811 «114.6 21,225 | by Babijuice Corporation of Massa- 
grac ually improve eir position Pe Avis aswes tenes 1,415.2 894,396 1,226.4 775,053 | bAtlantic Monthly 348.1 108,512 317.1 75,458 chusetts, has returned to Da, id 
during the year _and managed to Front Page Detective. . 148.2 etry naka Heed Harpers Magazine 276.9 65,901 337.7 80,377 | Malkiel Advertising Agency, Boston. 
reach the plus side of the ledger Grate soamaes Fas. oe ate 8 apt h eee ems ae Newspapers, radio and outdoor 
: : ' > =Lec 2 ° -* Onpevdi wet «,¢ - . - R96 ne ra 
with a modest .1% gain. They car-| (yyy 8 eee ive ; S ee Sao tenets 742.1 195,724 769.4 "| posters will be used for the most 
Eied © total of 55,070,081 lines Gur-| Group ............ - 118.7 50,921. sosz;| American Rifleman .... 282.6 121,259 275.4 118,173 | extensive campaign to date. 
ing 1942, compared with 33,340,664 —— sag ante er pat prin ay canoes | Field & Stream....... 395.7 139,740 414.0 177,618 
i revious year. ae ae wearers» 28s 60 4 fie. cana ba aan (ereresaeme.....,... 163.3 72,144 214.9 92,209 . 
during the previous ye *Improvement Era .... 189.5 81,298 oe By |Hunting & Fishing.... 149.4 64,077 175.6 75,343 | Mitchum to Tradepress 
TUNED See ciesass«s 126.7 86,652 161.7 0,565 ifo 277 9015 370.1 158,798 . es 
Reverse Upward Trend Mechanix Iiustrated.. 321.4 71,996 398.6 —89,281| Qutgqcorg 655 628101 110.9 47577| __ Dan G. Mitchum has joined the 
The general magazine group, |*Moese Magazine ..... i ee A ng Be ee 98.5 42,240 175.3 75,233| Staff of Tradepress Publishing Cor- 
hich had ked l ¢ 2.6% | Motor Boating ....... 616.5 264,489 756.3 326,700) sports afield 222.6 95,506 293.6 125,932| poration, Chicago, to take charge of 
which had marked up a loss of 2.6% | National Geographic... 237.4 56,509 300.4 71,492 | —_——_ _____ _—___ _——__| promotion work on the company’s 
i Jation’s Business 210,21! 536.7 230,245 : Keg ¢ 529 989 9 0998 - ‘ pee ; : be 
in the prowar year of 1941, extended 2p s ager oe = ° ay t+: os 93,975 | Total Group 1,589.9 682,082 2,029.8 S70,883 publications, American Hairdresser, 
its losses, finishing with a net de- owcetgg 4 sagen ae. i 58.3 $4.63 y rg tt MAIL ORDER ms nae 7 va gag |Chemical Industries, Inland Printer 
j % i as . 7 = ss Ay reed & |. ae 9. 2,97 2.1 35,896 |. 
cline of 11.1% for 1942. Linage last Popular Mechanics .... 734.5 164,534 887.2 198,740 | Mother's Home Life.... 25.0 17,555 28.0 19,594 and Rock Products. 
oe tong : os By py ake arel Woodmen of the World 23.8 10,201 15.2 6,499 | 
-opular Science . Kay rDo1.: 5,89 994.7 59,6 Ses casei = 7 etinaione T 
- Redbook ......... -- 367.1 157,492 391.3 167,881) potal Group 48.8 27,756 43.2 26,093 | 
aia *Rotarian co eseees 69.0 29,613 99. 4 42,546 | WEEKLIES _ am 
peneene nanerrenn ety + as 436.° ty++ *American Weekly 358.9 683,304 307.5 585,690 | 
Pe mney a nh 538.0 9,894 6.2 41,242) Business Week ....... 2,542.6 1,090,778 1,935.5 830,32 
n Fictl S acum 125 28,125 1 1 ---|*Christian Advocate . 198.3 85,068 162.8 69,830 
‘iction Group 25.6 28,125 06. 23,775 | Collier's ..... 1,679.7 1,142,209 1,837.5 1,249,516 
eat *Sunset ....... , 263.4 113,009 330.6 141,835|q,,... 77777"! 673.6 288983 7286 312549 
: } | «Thrilling Group 221.9 49,705 224.5 50,265 Family Circle 872.4 374,266 838.2 259.604 
a |Town & Country... . 423.3 284,465 556.9 374,251 Forbes 11.1 133.462 203.8 130.344 
* | Travel ........ - $1.8 20,100 63.0 $9,817 Grit ..... 177.9 170,201 198.4 174,73 
| True Detective are 741 31,776 83.3 $5,721 Liberty 546.4 234.394 804.5 345.127 
*y achting ..... ever 510.6 322,699 634.7 401,130 | Life 2,906.3 1,976,266 2,833.1 1,926,513 
ee a ee ohnd) 2.5 ce ieae $92.7 335,003 346.4 235,522 
| Total Group 12,284.2 5,817,603 13,726.7 6,541,390 Movie-Radio Guide 175.3 119,216 03.4 138,298 
WOMEN'S Newsweek ....... 1,851.4 794,256 1,593.3 683,507 
|}*American Girl ow. 57.0 24,464 72.6 51,161) *New York Times 
eee 241.2 103,471 246.2 105,628| Magazine 21,302.1 21,302,132 21,343.9 21,343,881 
ETC TORR ET 379.4 162,781 406.8 174,513|New Yorker 1,843.6 790,922 2,256.3 967,930 
|} Good Housekeeping... 925.1 396,859 977.1 419,166 | Pie BS ee reer 60.8 41,348 39.6 26,957 
|Harper’s Bazaar ... 813.4 546,621 963.7 647,575 | Saturday Evening Post 2,372.4 1,613,209 2,863.3) 1,947,068 
|Holland’s ...... ..eees 183.7 101,095 133.7 101,072] *Scholastic ........... 52.9 65,542 146.2 62,425 
Hollywood (F) nig th 370.9 159,110 335.9 141,096 | aThis Week Maga- 
| Household : Te 174.3 118,508 209.3 142,348 Ce kes. 0 bebe ai 489.1 $15,737 408.1 $20,353 | 
Ladies’ Home Journal.. 854.9 581,368 832.8 ee 2,923.8 1,254,294 2,816.6 1,208,328 } 
Mademoiselle .. 1,211.9 519,915 1,501.1 643,966 | *United States News, 
MOCAINS. sasccwses C569 446,000 ~ 6042 QT0,008) PRE oo cicast is csss. 1,089.5 467,391 750.9 322,168!) §@ 
Modern Romances | 
(MM) tvaenee og 319.6 137,114 290.6 124,655 Total Group . .43,020.8 33,377,981 42,717.9 33,340,664 
Modern Screen (MM) 361.9 155,254 55.8 152,617 | ————— . 
Motion Picture (F).. 378.7 162,478 342.6 143,881 *Figures furnished by publisher. gave Tenderoni 
*Movie Life .... Te 170.8 73,265 159.6 68,450 *Totals not included in group totals. 
|}*Movie Stars Parade.. 164.9 70,725 127.0 54,498 al942 format $50 lines; 1941 format 1,030 lines. e 53 
Movie Story (F)... i 378.6 162,419 357.7 150,248 bOctober, 1942, format became 420; 1941 and beginning fl + t 
|*Movies ....... 169.5 72,717 = -172.5 73,997! of 1942, 238 lines. a in ) ar 


with more lineage 
from more advertisers 
than ever before 

in seven years 


MAGAZINE 
424 MADISON AVE., N.Y.C. 


year in this sector totaled 5,817,603, 
compared with 6,541,390 lines in 
| 1941. 

Women’s magazines, however, re- 
versed a favorable trend during 
1941 to decline 4.3% last year, with 


°41 total of 7,454,323 lines. 

Standard magazines continued to 
improve their position, extending 
their 1941 gains to score an advance 
of 10.5% for 1942. They carried a 
total of 195,724 lines, contrasted 
with a total of 177,060 during the 
previous year. 

Outdoor publications, which 
dropped 6% during 1941, extended 
the loss to 21.7% 
total of 682,082 lines as compared 
with 870,883 during 1941. 

Mail order papers, which 
|slumped 22.8% during 1941, came 
| back to show a gain of 6.4% last 
year. They carried a total of 27,756 
lines, compared with 26,093 during 
ithe previous year. 


had 


| Advances Caruth 


James L. Caruth has been ap- 
pointed Pacific Coast manager of 
National Lead Company, San Fran- 
cisco. He was formerly assistant 
manager, and succeeds R. P. Pren- 
tys, who has retired after 33 years’ 
service with the company. 


Starts Mustard Drive 


this month in 
extending next 


Breaking 


Ontario 
dailies, and 


month 


to English and French magazines, 
Keen’s mustard will be advertised 
in a campaign placed by James 


| Fisher Company, Toronto. 


Armfield Joins ‘Times’ 

Ira B. Armfield, formerly of New 
Albany, Miss., has been appointed 
business and advertising manager of 
the Transylvania Times, Brevard. 
N. C. He succeeds John I. Ander- 
son, who recently was inducted into 
the Army at Fort Jackson, S. C. 


7,134,472 lines compared with the | 


last year, with a| 


Elect Spitzmiller 
Sales Head of 


New Best Foods 


|miller, executive vice-president of 
Best Foods until it was recently 


merged with Hecker Products Cor- | door 
| poration, 


has been elected 


| 
| 
| 


Forms Pacific Coast 
Indoor Advertising Firm 


Pacific Outdoor Advertising Com- 


pany, Los Angeles, has acquired 
control of both the Market Sales 
Service and the Market Display 


New York, Jan. 13.—G. C. Spitz-| Service of Los Angeles, and has 


combined them into a new corpora- 
tion to be known as the Pacific In- 
Advertising Company. The 


vice-|two former organizations operated 


president in charge of sales of The | point-of-sale advertising in more 


Best Foods, Inc., new name re- 
sulting from the merger, it was 


learned here today from William J. le 


Wardell, chairman of the board, and 
L. G. Blumenschine, president. 


the following: H. B. Viedt, 
president in charge of production; 
H. W. Vahlteich, vice-president in 
charge of research and quality con- 
trol; regional vice-presidents: W. O. 


Dillingham, New York, eastern; 
P. W. Schade, Atlanta, southern; 
J. F. Forsyth, Chicago, central; 
Frank Murphy, San Francisco, 


western; J. E. Mount, secretary; 
W. S. Morgan, treasurer; and E. A. 
Lovelock, comptroller. 

Appointments also included: E. C. 
Haring, assistant secretary: C. K. 
Mason, assistant treasurer, and 
A. M. Clark, assistant comptroller. 
Albert Brown has been named di- 
rector of advertising and merchan- 
dising: B. F. Nelson, director of 
purchases, and W. A. Truslow, di- 
rector of industrial relations. 


Cancels Annual Conclave 


National Brands Stores has can- 
celed its January, 1943, annual con- 
vention in order to eliminate un- 
necessary travel. A meeting for 


National Brands wholesalers who 
can conveniently attend, and who 
have made plans to attend other 


conventions in Chicago the week of 
Jan. 24, will be held at the Knicker- 
bocker Hotel on Jan. 23 at 10 a. m 


| 


than 800 super markets in northern 
and southern California. 

While Pacific Indoor Advertising 
ympany will function under the 
personal control of Hal Brown, 


president of Pacific Outdoor Adver- | 
The board of directors also elected | tising, it will be operated as a sepa- | 
vice- | 


rate organization, with Hugh Mar- 
shall as president and C. W. Brown 
as head of the sales department. 


‘Victory Windows’ Sell 


$5,000,000 in War Bonds 


“Victory windows” at stores of 
the California chain of I. Magnin & 
Co., ladies’ wear, have sold war 


bonds in excess of $5,000,000 since | 


last March, it was announced re- 
cently in a large-space advertise- 
ment in San Francisco newspapers. 

According to a tabulation in the 
advertisement, up to the Christmas 


| holidays, the San Francisco victory 


window alone had sold $2,014,470: 
Los Angeles window, $1,855,369: 
Oakland, $1,002,682, and Pasadena, 
$424,053. A feature of the San 
Francisco window is a daily broad- 
cast over Station KYA, direct from 
the window, in which stage and 
screen stars are interviewed. 


‘Journal’ Names Bunker 


C. Lloyd Bunker has been ap- 
pointed business manager of the 
Journal, Muscatine, Ia., and will 
take charge of the business and 
advertising departments of the 
paper. His appointment followed 
the death of Clyde R. Rabedeaux, 
publisher of the Journal for 17 


years. 


As broker for Tenderoni, Charles 
H. Flanders, Jr., has a right to be 
proud of the complete distribution 
| achieved in a very short time. Com- 
menting on radio’s part in that job, 


| Mr. Flanders says: 


| —Chas. H. Flanders, Jr. 
| 


“Rarely have I seen a new prod- 
uct take such rapid strides in Iowa 
as Van Camp’s Tenderoni has made 
since last June. 


ing product, but surely a good share 
of the applause goes to spot broad- 
casting on KSO and KRNT, which 
gave Tenderoni a flying start in 
Iowa. 


| 
| 
| 
| “We know we have an outstand- 
| 


“We cover 53 Counties and find 
the spot broadcasts were effective 
in all of them. Your stations did a 
lot toward getting the wholesale 
trade to tie up with our introduc- 
tory campaign so I am sure the re- 
sults for these first six months are 
as pleasing to you as they are to 
me,” 
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DES MOINES 


Affiliated with the 
Des Moines Register & Tribune 


| Represented by The Katz Agency 
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FIRST OF MANY? 


Don't sell o Wor Bond cher 
you buy it. Thot defeots the 
whole purpose of the bond, 
ond comes under the heod 


Don’t Just BUY War 
Bonds... KEEP Them! 


the bond in the sofe and 
coll on us. Here you con 
get the cash you need un- 
der one of our mony plons, 


“While bran _  is_ objectionable, 
cracked wheat products are not,” 
Dr. Tuohy declares. “Enriching 
flour may be a good expedient, but 
the objection to dark breads should 
be lived down. Potato is the next 
best starch.” 

For those who are overweight, 
vegetables and fruits should act as 
the “fillers” and provide appetite 
and zest for eating “by meticulous 
preparation and serving.” 

The aged should eat fat sparingly. 
“Tea, coffee and alcohol are use- 


repoy over a long period 
out of income, ond keep 
your bond until alter the 
wor-when youmayneedit 


of giving oid to the enemy. 
i you hove o Wor Bond 


ond o need for cash, keep 


Member Federal Dep Iwrwrance (operation 


—PioneEER BANK 


| THE BANK FOR You THE INDIVIDUAL | 


ful stimulants,” he continues. “The 
abuse of alcohol places it for some 
people in the category of both re- 
fined 
source fat. 
spires as well as flushes the aged. 
One cannot say as much for tobacco. 


carbohydrate and animal 
As a vasodilator it in- 


It soothes and cuts off circulation. | min storage may be compensated by 


The quiet postprandial puff 
rapidly becoming a _ continuous 
process. Tobacco is safer after 60 
than before, because age has by that 
time made the blood vessels less 
elastic and labile.” 


Food Is Sleep Producer 


Food and water, in the form of 
hot drinks, taken at regular inter- 
vals, revive the old and food be- 
comes the best sleep producer, ac- 
cording to Dr. Tuohy. Fruit juices 
provide the needed vitamin content. 

Hunger lessens as age advances 
and foods which are useless as 
calorie providers — condiments, 
broth and relishes—are suggested. 
Gradual failure of the teeth, gastric 
acidity, absorptive powers and vita- 


is|use of vitamins, iron, calcium, hy- 


drochloric acid and a balanced diet. 

Although vitamins “have not been 
overemphasized,” with the public 
buying at least $50,000,000 worth of 
vitamin products last year, both the 
| individual and his physician “have 
taken the vitamin detour to sup- 
posed nutritional sufficiency and are 
using the various vitamin com- 
pounds as they would ‘bitter 
tonics,’”’ he says. 

“The ‘tea and toast’ schedule for 


grandma is outmoded,” says Dr. 
Tuohy. “No old person is a walk- 
ing museum piece — a_ holdover 


from last year’s crop—and for the 
same good reason must not be 
treated like a barnacle on the ship 
of state.” 


Gairoard Resigns 


Camille L. Gairoard, for over 42 
years general sales manager of J. 
Wiss & Sons Company, Newark, 
N. J., has resigned from the com- 
pany. Mr. Gairoard, who also is 
president of Kraeuter & Co., New- 
lark, manufacturer of hand tools, 
and Kroydon Golf Company, Ma- 
plewood, N. J., will now devote his 
full time to these concerns, which 
are doing 100% war work. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE, LETTER SHOP, Inc. 


431 8S. Dearborn St. Wabash 8655 


This newspaper copy of the Pioneer 
Bank of Chattanooga, which has won 
high praise from the president of the 
Federal Reserve Bank of Atlanta, may 
be the forerunner of much similar copy 
on the war bond theme, especially as 
income taxes become payable. 


Importance of 
Right Nutrition = 
for Elderly Cited 


Chicago, Jan. 13.—The theory that 
old people need less food—and con- 
sequently are a poor market for the 
nation’s many food products—gets 
tough treatment this week in a spe- 
cial article on foods and nutrition 
appearing in the Journal of the 
American Medical Association. 

Dr. Edward L. Tuohy, Duluth, 
Minn., assembling his data under 
auspices of the AMA’s Council on 
Foods and Nutrition, cites evidence 
showing that adequate nutrition is 


the present-day primary need of 
America’s older age grsup. The 
problem is even more important 


now, he points out, because of the 
war emergency and manpower 
shortages. “Life expectancy has in- 
creased and necessary foods are 
available, but a fallacy of food re- 
striction for the aged still persists, 
he says. 

“For reasons hard to understand,” | 
he continues, “there is the widest 
belief that the elderly should be 
abstemious. The few gluttonous and 
obese have visited this inhibition on 
the many who are overconscientious | 
and underweight.” 


Suggests Dietary Rules | 

In a general summary of dietary | 
suggestions for the old, Dr. Tuohy 
offers a number of rules to guide 
the selection of meals. 
Elderly people should start the 
day with a good breakfast, includ- 
ing some substantial protein, since 
“protein adequacy must be main- 
tained at all ages,” he says. 
Weight rise or fall should dictate 
the proportion of carbohydrate | 
taken, and as much of this as possi- | 
ble should be from whole grain. | 
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Photo-engravers in Chicago e 
207 North Michigan Ave. 
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"O.K. FELLOWS! HERE WE GO!” 


Christmas has passed .. . the flickering candles in countless windows and the 


echo of the last “Noel” have faded with the passing of another year. But be- 


hind them shines new proof that “peace on earth, good will toward men” still 


lives in the hearts of mankind—an ideal which will never perish. . . . As eternal 


are the ideals which will stimulate and fortify us as we break a new path through 


the year that lies ahead. They are ideals that strengthen our faith in the right- 


ness of our American principles; they are the life blood of our faith in the un- 


limited opportunities of our American way of life; and they vitalize our deter- 


mination and the faith in our ability to crush all mad, alien dreams to break 


down our liberties and the freedom uponwhich our progress has thrived and upon 


which our future security will be built. ... The year 1943 promises much. 
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NBC Promotes Two, 
Adds One to Staff 


National Broadcasting 
New York, has promoted Marion W. 
Myles to creative assistant to 
Charles B. Brown, advertising anc 
promotion director. Miss Myles’ 
previous position as assistant to 
Joseph A. Ecclesine, network pro- 
motion manager, will be taken over 
by Jean Harstone. 

Charles P. Hammond, formerly 
with the Bureau of Advertising, 
ANPA, New York, will also join the 
advertising department of NBC as 
administrative assistant to Mr. 
Brown. 


Transamerica Buys Adel 
Transamerica Corporation has ob- 


tained control of Adel Precision 
Products Corporation, Burbank, 
Cal., aircraft manufacturing com- 


pany, through acquisition of more 
than 445,000 shares of Adel stock. 
Other than additions of new board 
members, no change is contemplated 
in the Adel management, and H. 
Ray Ellinwood will continue as 
president. 


Company, | 


ADVERTISING AGE 


‘Sears Closes Four 
‘Midwest Retail Stores 


Sears, Roebuck & Co. has an- 
nounced that war restrictions on 
“hard line” merchandise and appli- 
‘ances has caused the closing of four 
of its smaller retail stores in Ohio 
and Michigan. Three of the units, 
which were in Dover and Marietta, 
O., and Marquette, Mich., were of 
the type specializing in hardware, 
household appliances, tires and sim- 
ilar goods. The fourth was a larger 
store in Columbus, O. 

A company representative said 
that the discontinued units repre- 
sented only a small fraction of total 
operations, and emphasized that the 
closings do not indicate any trend 
toward curtailing retail operations. 


Ohliger Named V-P 


Carl F. Ohliger has been ap- 
pointed vice-president of McCann- 
Erickson on the Pacific Coast. Mr. 
Ohliger has been associated with 
the agency since 1923. At present 
he is lecturer in advertising at the 
Graduate School of Business, Stan- 
ford University. 
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TIMELY NEW 


ABOUT WOMEN =| 


5 p bring practical help and 
guidance to thousands of con- 
servation-conscious women... 4 
to stimulate a lively exchange of 4 
ideas on ways to save food, fuel q 
and clothing...the WMAQ 


fe 

Woman's Home Council was q 
organized with Elizabeth Hart, 4 
shining NBC personality as direc- 4 
tor and mistress of ceremonies. - 
Response to this 15-minute P 
Friday morning feature was im- 4 
mediate, enthusiastic and heart- a 
warming! And each week’s mail ; 


brings more enthusiastic letters 
from housewives anxious to do 
their part on the home front. 
Here’s an up-to-the-minute 
woman's 
largest an 


Nation’s Second Market... ready 

for an alert local sponsor. a 
In the WMAQ primary area, . 

you have a total potential listening ; 

audience of 2,855,700 radio fam- 

ilies who spend $3,535,957,000 

every year. a 


campaign where it will do you 

the most good .. . on WMAQ! ‘ 
For facts and figures about this 

great station and this great sales 


peat Wma fittre ME 


Chicago Key Station of the Famous NBC Network 
Represented Nationally by the NBC Spot Offices 
NEW YORK 
WASHINGTON 
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pe ana reaching the 
most responsive audi- 
women buyers in the 


your radio advertising 


nity... write or phone 
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DENVER 
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Getting Personal 

A chance to compare the gentle art of matrimonial discipline with 
military regulation will fall to Capt. Northam Warren Jr., instructor 
in the officer’s training course of the Field Artillery School, Fort 
Sill, Okla. Prior to entering the service, he was v. p. and sales man- 
ager of Northam Warren Corporation, Stamford. Dorothy Edna Cald- 
well of Lawton, Okla., will become his ranking officer the middle of 
this month... 

Wedding bells rang out for Alice T. Wilson, secretary to A. L. Ashby, 
NBC v.p. and general counsel. She was married on Dec. 21 to 
Pvt. John J. Marger, U. S. Army air forces, at St. Joan of Arc’s 
Church, Jackson Heights, Long Island. . . 

On Dec. 31, Gwynedd Owen, consultant at the Junior League, was 
married to Charles S. Monroe of the department of script writing, 
CBS, New York... 

Principal speakers at a session on “Copy Testing” to be held under 
the auspices of the Special Libraries Association on Jan. 11, will be 
L. M. Clark and Marion Harper Jr., both of the copy research depart- 
ment at McCann-Erickson, New York... . 

NBC’s prexy Niles Trammell, v. p.’s Frank E. Mullen and Clarence L. 
Menser, and several other executives accompanied Miss Eugenia 
Demetriou, of Maspeth, L. I., winner of NBC’s Pan American Holiday 
contest, to Washington, to attend the program’s special broadcast on 
Jan. 9... 

Helping to publish the Stout Fielder, tabloid-size newspaper, at 
Stout Field, Indianapolis, are Pvt. Gordon J. Lawler, formerly adver- 
tising manager of the Journal, International Falls, Minn., and Pvt. 
George Mason, formerly director of public relations for Pennsylvania- 
Central Airlines in Washington. . 


* RED CROSS GETS THE KEYS 
| THE Mevee~— | 
| THIS Ie OW WAGON 


enc 17 


SALES EXECUTIVES 
CLUB oF NEW YORK 


A New Year's gift of a station wagon ambulance was presented to the American 

Red Cross by members of the Sales Executives Club of New York. Dr. Paul 

Nystrom, of CBS, here presents the’ keys to representatives of the Red Cross, 

while Gene Flack, of Loose-Wiles, first vice-president of the club, and S. George 
Little, of General Features, club secretary, look on. 


The staff members of KOY, Phoenix, had to give up their annual 
pilgrimage to the home of Burridge D. Butler, owner of the station 
and publisher of Prairie Farmer, because of gas rationing. But owner 
Butler heard the carols, played on a record on a transcription play- 
back machine, a Christmas gift. . . 

The Jan. 6 meeting of the Advertising Club of Baltimore was its 
annual goodwill day. The speakers were a Catholic priest, a 
Protestant minister, and a Jewish rabbi—all chaplains in the armed 
forces. .. 

Charles A. Webb, president of the Citizen-Times, Asheville, N. C., 
has been named chairman of a campaign to raise $12,000 for the Ashe- 
ville Negro hospital. Harold W. Richardson, western editor of 
Engineering News-Record and one of the few men who can boast of 
having traversed the fabulous Al-Can highway, was the featured 
speaker at the Jan. 4 session of the Peoria adclub. . . Maj. Luther L. 
Hill, exec. v.p. of Iowa Broadcasting Co., has been advanced ito 
lieutenant-colonel. . . 

Paul G. Hoffman, the hard-driving, versatile president of Stude- 
baker Corp., won the merit citation of Manufacturer’s News as man- 
agement’s 1942 “morale builder’. . . Marshall Field, founder of the 
Chicago Sun, has been named to receive the award of merit of ihe 
Decalogue Society of Lawyers, Chicago. The award was given to Mr. 
Field for founding the Sun and for the paper's advocacy of human 
rights and minority groups which “constituted the most outstanding 
contribution to civic betterment during 1942”. . . 

James E. Cecil, president of Cecil & Presby, New York. has been 
named chairman of the public information committee for the 1943 Red 
Cross New York war fund drive... 

Donald W. Thornburgh, CBS vice-president in charge of the Pacific 
Coast office, played host recently at a luncheon in honor of Don Beld- 
ing, chairman of the board of the new agency, Foote, Cone & Belding 
(nee Lord & Thomas). The affair took place at the California Club. . . 

Best promotion piece recently sighted by these weary eyes: “Butch” 
LaGuardia, mayor of New York—if we need to be parenthetical- 
reading Harry A. Bruno’s new book, “Wings Over America.” Mr. 
Bruno is the head of H. A. Bruno & Associates. His book. the story of 
his experiences in aviation, is now in its third printing over at 
McBride's. . . 

Cupid and St. Nicholas work in partnership around the Free & 
Peters staff in Chicago. The following girls from the staff will be 
wed soon: Carmella Blando, Florence Hagenah, and Jane Klimmeck 
... Henry T. Ewald, the jovial head of Detroit's Campbell-Ewald Co.., 
entertained more than 200 newspaper representatives, editors, writers 
and clients of the agency at a year-end party at the Recess Club... 

Powel Crosley Jr., pres. of Crosley Corp., owner of Stations WLW 
and WSAI, Cincinnati, and pres. of the Cincinnati Reds baseball team, 
and Mrs. Marianna Richards Wallingford were married on Jan. 9 in 
North Vernon, Ind. . . 

George Bogart, acc’t. exec. at Sherman K. Ellis, Chicago, is a proud 

parent for the third time. Mary Louise, the youngest Bogart, was born 
at Evanston Hospital Jan. 10... 
It's a baby girl for Mr. & Mrs. P. C. Beatty, space buyer for Maxon, 
Inc., Detroit. Marjorie Ann weighed 8 lbs. 2 ozs. when she arrived 
Jan. 6. Beatty’s friends throughout the country will be happy to know 
mother & daughter are doing well. . . 


ae —— 


Marvin Is Named 
Industrial Adman 
of ‘42 by Critics 


Chicago, Jan. 13.—Theodore }. 
Marvin, advertising manager, Her- 


‘cules Powder Company, Wilmington. 


Del., has been 
tagged as_ the 
“industrial ad- 
vertising man of 
the year” by the § 
Copy Chasers, 7 
anonymous ®™ 
critics of the ad- & 
vertising scene @ 
who conduct a &® 
monthly depart- 
ment of copy 


criticism in In- 
dustrial Market- 
ing. Theodore H. Marvin 


In picking Mr. 
Marvin as industrial advertising’s 
man of the year, the Copy Chasers 
cited him for “an all-around, 
month-by-month, solid, consistently 
sound advertising job.” They re- 
minded readers of Industrial Mar- 
keting that Hercules advertising had 
won two of the Copy Chasers’ 
awards—for war copy and postwar 
copy—at the Atlantic City exhibit 
of National Industrial Advertisers 
Association last summer, and re- 
called that they said at that time: 

“Hercules advertising is hand- 
some, imaginative and doubtless ex- 
pensive (and probably worth it). 
We'd guess that most people admire 
most of the four-page multi-color 
inserts directed to the chemical in- 
dustries. But what we like best is 


the easy-riding copy style. It gets 
into the story fast, without any 
introductory palaver to make a 


tie-up with the war or 
far-fetched headline.” 


Clark Adds Gowans 
and Two Accounts 


M. L. Gowans, for the past six 
years account executive in the 


explain a 


Los Angeles and San Francisco of- 
| fices of McCarty Company, has 
joined Darwin H. Clark, Advertis- 
ing, Los Angeles, to direct the 
agency’s technical and industrial ac- 
counts. 

The agency has been appointed to 
handle the trade publication space 
|and technical advertising of Lane- 

Wells Company, Technical Oil Field 
Services, and Technicraft Engineer- 
| ing Company, of Los Angeles. For 

the past four years the general ad- 

vertising and public relations of 
| both accounts have been handled by 

Darwin H. Clark. 


Names Lindsey as Agency 

Lindsey & Co., newly-organized 
agency in Richmond, Va., has been 
appointed by Virginia - Carolina 


Chemical Corporation to handle ad- 
vertising for its chemicals division. 


SUCCESSFUL 
ADVERTISERS 


using POWER PLANT 
ENGINEERING regularly 
to get their full share 
of high-priority business in 
this field and to help pre- 
serve their future power 
equipment markets. 
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MC Drive Moves 
Ahead with New 
Six-Week Push 


Washington, D. C., Jan. 14.—The 
War Manpower Commission will 
move into the second stage of its 
“Right Man on the Right Job” cam- 
paign tomorrow, when a six-week 
push opens up to find workers with 
special skills and get them into their 
proper slots. 

Using radio, publicity, special 
one-sheet posters, a transportation 
advertising schedule and classified 
newspaper advertising through the 
u. S. Employment Service, WMC 
will press for three distinct classi- 
fications: (1) The worker who has 
a special skill (e. g., airplane skin 
man) and is now working on some 
other type of job; (2) The worker 
who has retired, but whose skill 
makes imperative his werking in 
wartime; (3) The worker who had 
the skill, but has beem promoted to 
a desk or other supervisory job. 


Persuasion Necessary 


The WMC recognizes that draft 
board occupational questionnaires 
have already made available the 
knowledge of where such skilled 
workers are located. It is difficult, 
however, to persuade the worker to 
transfer. Employers who will guar- 
antee seniority rights make a trans- 
fer much easier. 

The first step of the campaign 
urged workers to get into war work, 
although cautioning against further 
crowding of housing in certain war 
work areas. 

The new drive ties in with the 
complete manpower campaign, in- 
cluding training of non-skilled 
workers and the increased employ- 
ment of women. Women are still 
a big “must” on WMC’s list, par- 
ticularly those whose employment 
does not raise a housing question. 
In fact, some qualified WMC ob- 
servers expect the percentage of the 
war work done by women to rise 
from its present 10% to around 30% 
by this time in 1943. 


Brooks Named Ad Director 
of ‘World-Telegram’ 


Vernon Brooks, 
s national adver- 
tising manager 
of the New York 
* World - Telegram 
| since 1931, has 
been named ad- 
vertising direc- 
tor, succeeding 
Fred R. William- 
son, who has re- 
signed. 

Before joining 
the World-Tele- 
gram advertising 
staff, Mr. Brooks 
was associated 
with the New York World, having 
been previously with the Chicago 
Tribune and later, western manager 
of Liberty. Edwin T. Burke, a 
member of the national advertising 
staff, succeeds Mr. Brooks as na- 
tional advertising manager. 


Vernon Brooks 


Pond’s to Increase 


Cosmetic Advertising 


Pond’s Extract Company will de- 
liver close to half a billion adver- 
tising messages in the first quarter 
of 1943, and coincidentally will in- 
crease space for three campaigns. 

Cold cream, vanishing cream and 
iry skin cream advertisements will 
run with much greater frequency 
this year, along with heavy promo- 
tion for Pond’s Dreamflower powder, 
Lips, a lipstick, and Cheeks, new 
matching dry rouge. J. Walter 
Thompson Company is the agency. 


New A.C.A. Directory 


A quarterly pub- 
lication showing 
the work of free- 
lance artists, to- 
gether with their 
names and ad 
dresses. A great 
variety of select. 
ed art talent for 
the art buyer 


' 
ORDER NOW? on, 12.0050 ym 
four velveble copies 


ASSOCIATED CHICAGO ARTISTS, INC. 


Dept. AA, 840 NORTH MICHIGAN AVE. CHICAGO. ILL 


Endows Fellowship 


Edward L. Bernays, New York 
public relations counsellor, has pre- 
sented Western Reserve University, 
Cleveland, a fellowship for research 
in public relations. The gift of $500, 
which is to be known as the Edward 
L. Bernays Public Relations Fel- 
lowship for 1943, will be awarded 
to a graduate student for study of 
“how in the last 25 years govern- 
ment, education, business and in- 
dustry, and the press are increasing 
their use of public relations activi- 
ties.” 


Miller to Newport 

C. L. Miller, formerly display ad- 
vertising salesman for the Arkansas 
Gazette, Little Rock, has been named 
business manager of the Daily and 
Weekly Independent, Newport, Ark. 


Circulars Banned 


from Overseas 
Mail by Navy 


Washington, D. C., Jan. 14.—The 
Navy Department this week banned 
advertising circulars from overseas 
mail, a step which the Navy be- 
lieves will lead to expediting the 
delivery of mail from home to sail- 
ors abroad. 

The broadly-worded order reads: 
“Inappropriate second and third 
class matter such as advertising cir- 
culars will not be forwarded to men 
overseas.” To the natural query as 
to whether the “second class mat- 
ter” might not interfere with the 
overseas shipment of some periodi- 


cals, the Navy today said “No.” 

“No effort will be made to select 
or censor the publications being 
sent to the men,” a Navy official 
told ADVERTISING AcE. “We are not 
empowered to do that and have no 
wish to do so.” 

He emphasized that the restric- 
tion on advertising circulars was 
made “because a tremendous 
amount of just plain junk has been 
piling up, holding back letters in 
some cases.” 

Announced along with the Navy 
restriction on advertising circulars 
were restrictions on packages for 
overseas shipment, and a _ strong 
argument for increased use of 
V-Mail, now being pressed by the 
Army and Navy, OWI ind a coor- 
dinated stationers’ effort. 


Gallagher Named 
Standard Oil President 


R. W. Gallagher, present chair- 
man of the board, has been elected 
president and chief executive officer 
of Standard Oil Company of New 
Jersey, to fill the vacancy created 
by the death of W. S. Farish. The 
post of board chairman will not be 
filled. Eugene Holman, a vice-presi- 
dent and member of the board, has 
been elected a member of the 
executive committee. 


Agency Adds Four 


Fuller & Smith & Ross, Cleveland, 
has been named to handle the ad- 
vertising accounts of Air-Maze Cor- 
poration, United Plastics Corpora- 
tion, Old King Cole, Inc., and Pump 
Engineering Service Corporation. 
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NATIONAL DAIRY PRODUCTS 
NEW HAVEN RAIL ROAD 
NEW YORK CENTRAL 
NORTH AMERICAN AVIATION, INC, 


PENNSYLVANIA RAILROAD 
PHILADELPHIA EVENING BULLETIN 


ymen of the coun- 


which these industries have pains- 
takingly built through so many 


NEW YORKER 


No. 25 WEST 4320 STREET 
NEW YORK CITY 


i, 
Among other companies 
using The New Yorker to sell people 
whose ideas other people copy are: 


ALUMINUM CO, OF AMERICA 
AMERICAN AIRLINES, INC, 
AMERICAN TEL, & TEL. 
ASSOCIATION OF AMERICAN RAILROADS 
BANK OF NEW YORK 
BAUSCH & LOMB OPTICAL CO, 
BELL AIRCRAFT 
BOEING AIRPLANE CO. 
BOSTON GLOBE 
| CADILLAC MOTOR CAR DIVISION, 
GENERAL MOTORS CORP. 
DALLAS TIMES-HERALD 


GLENN L. MARTIN CO, 


PAN AMERICAN AIRWAYS 
PEEK FREAN, LTD. 


PHILCO CORPORATION 
PORTLAND OREGON jot RNAL 
SOLAR AIRCRAFT COMPANY 
STRATHMORE PAPER COMPANY 
STROMBERG-CARLSON 
UNITED AIR LINES 
VULTEE AIRCRAFT 
WACO AIRCRAFT COMPANY 
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Linage in Farm YEARLY ADVERTISING LINAGE IN FARM PAPERS 
Commercial Display Missouri DE 56 dau ceow ees 91.8 71,948 92.5 72 540 70,908 71,901 
4 Including Poultry Display Display Missouri Ruralist ............ 161.6 22,782 166.2 - i 101,592 108 i] 
Papers Dec ines and Livestock Advertising Advertising Montana Farmer ............ 233.7 176,708 227.8 3 148,487 150,591 
r 1942 —1941————- 1942 1941 Ohio Farmer esees aaei 235.0 180,509 259.8 Pe 165,897 186,164 
% f Y Pages Lines Pages Lines Lines Lines |*Oregon Grange Bulletin...... 4 ewese ey : tty a gy 
| ~ »-e svive é oF garcrrere 234.5 1,340 247. ‘ 59,063 67,426 
4.5 a or ear ‘auatenn’ Deen Grower 126.7 57,771 166.1 74,73 57,757 74,732 | Gok Ponaee yewred aaeakn 155.7 117,724 156.3 2 103,168 106,809 
American F irower.. 26.7 57,77 16 74,732 97, 757 74,732 = a r" 99 317933 +94 ; 118 967 
Chicago, Jan. 13.—Although los-| American Poultry Journal: , _ —— i Western Farm Life.......... 278.0 -. A 08 306.8 Fa sani ect aid 132 
. ; Eastern Editior 306.1 1 305 267.2 62 71,043 50,252 ‘ — oe ie < et ae ‘ ae rg ame nes 
mg some ground, = compared with Central Edition 208.2 89,308 79.0 76,805 55,153 48,696 | Total Group seeccceceeMGES.d 2,008,252 5,477.3 1,046,456 1,608,208 3,723,907 
gains registered in 1941, farm Western Edition 456.0 oa a hy tert ry ty py tt Commercial Display 
papers finished 1942 with a net loss $In all 4 Editions 139.7 59,941 = ‘ eet gt ; 60 273 Including Poultry Display Display 
P a > Arkansas Farmer ............ 79.4 60,004 57 0, 47 59,47 StS | and Livestock Advertising Advertising 
of only 4.5% in advertising linage, |+hetter Fruit ..... 89.7 87.656 102.0 42,860 37,656 42,860 Prana =) eto 1941. 1942 1981 
: , ; i j Breeders Gazette 138.6 62,378 55.9 70,147 5, 34 wee hac hanes ines ines oe 
it was disclosed this week in an) ci irnia Citrograph 168. 113,109 215.4 144,727 113,109 144.727] pay weer rg Pages Lines Pages Lines Lines Lin 
VERTISING AGE stud of figures Capper’s Farmer 268.9 182,868 297. 202,111 177,320 197,760 ade <n ies on 8.78 228.6 166,428 944.24 
. ‘ ‘ 73.9 31.027 874 26.719 31.027 36719 American Agriculturist ...... 259.3 188,784 2 > ,349 
: ; ’ -|*Carolina Cooperator (9.8 o1,Ve% ‘. rid fedy +34 rig ‘izoné DE Weve cu ss waie as 253. 542 264. 99,912 197,750 
compiled by Publishers’ Informa-| country Gentleman .......... 482.4 328,008 492.1 So688s = 885.020 een | California, Cultivator ae 170,634 286.1 216,307 210,94) 
tion Bureau. *Electricity on the Farm..... 87.5 31,237 112.3 40,079 31 237 10,04 D | Dakota Farmer ~ 191.4 147,779 164.7 127,122 120,687 
il P hich madej| Farm and Ranch..... -. 202.3 152,926 240.6 181,888 7,269 166,506 ead The: pee ee ssecseees ro , r 
a Te SORES, See | Farm Journal and Farmer's .| General Edition 247.3 193,897 270.9 212,404 76,7! 196 
the best showing in 1941 with a a anebhewaensbaedevecsess 125 6 183 S66 443 8 190,405 173,956 gl prog Edition ala an 275.0 °15.624 322. 6 252,895 197,918 235 y 
oC ‘ over h revious ear Farmer-Stockman eee coe ee Oe 1 8. ) 134,912 193.2 146,067 123,388 137 726 a aaa |. 207.5 156.871 2115 159/869 153.947 159.64- 
O7o gain ep y ’|*Plorida Grower Mag. 62.6 42.595 98.8 67,181 42,595 67,181 pe en ag ge 282] 205.346 267.9 195,080 177.235 181 ‘ 
dropped 5.2% last year. They car-|*Hoosier Farmer, The 154.6 69,451 167.2 76,255 69,451 76,265 | enraska Warmer .......++++- bt senese = SS SPE oa mae + ght. 
“ rie ; “9 9 = ge fF oo | Average 4 Editions........ 311.1 226,450 290.7 211,659 192,93 193,597 
ried a total of 2,062,786 lines, com-/| {idaho Gratger me Oe SBS 19.2 85,890 51,505 85,890 | New England Homestead... .. 224.9 157,426 229.1 160,350 129,384 133,092 
: : : ahem —eieperaen : , 57 ° 8 79.99% 79 672 | Ores ON eae 197.8 49,506 213.7 161,562 48,2 161,200 
ared with 2,174,877 lines in 1041. ES i 105.4 82,628 105.7 82,881 72,999 12,673 | Uregon Parmer ... 149,5 3.7 
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pany under the name of Staples S juded | 


Branch, Sprague Warner - Kenny 
Corporation. Milton B. Staples Jr., 
president of Staples Company, will 
manage the branch. 


Sell 72,000 alert Grange 
fornia, Oregon. 


FIC GRANGE FARM GROUP 
idg., San Francisco. . 
Mills Bide canes eawlins, 


incers «BUYERS 
GRANGERS are BUYERS 4 
—_ J, Wm. Hastie. BY A. Scott, Pacific Coast i 
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Two Name Arndt 


Western Savings Fund Society of 
Philadelphia and Perkins Glue Com- 
pany, Lansdale, Pa., have appointed 
John Falkner Arndt & Co., Philadel- 
phia, as their advertising agency. 


Wearstler Moves 

Wearstler Advertising, Youngs- 
town, O., after 15 months in tem- 
porary offices, has moved into new 
quarters at its old location, 20 W. 
Front St. 


Don’t shout 


5,000 WATTS 


the whites of their eyes! 


Texas is the state of great distances—between cities. 
Metropolitan Houston, in reality, is all within 50 miles 
of the heart of this great city. Beyond. for hundreds 
of miles, are small towns, open plains. 


Therefore, to lay your radio advertising barrage 
most effectively in Houston, 
by most Houstonians—KXYZ. Now 5,000 watts, KXYZ 
covers all metropolitan Houston with a strong clear 
signal—day and night. We do not claim to cover far- 
flung areas not heavily populated. Telephone a Branham 
representative today ... and learn how popular KXYZ 
is with network and national spot advertisers. 


"til you see 


select the station selected 


24 HRS. A DAY 


Posters Designed 
for One Client 
Also Serve Others 


(Picture on Page 35) 


Cleveland, Jan. 13.—When Arthur 
W. Hecker, head of A. W. Hecker, 
Cleveland, asked Fuller & Smith & 
Ross, the company’s advertising 
agency, to develop a series of plant 
posters for his organization, he in- 
advertently did a favor for three 
other clients of the agency. 

Mr. Hecker had various reasons 
for not wanting to use the plant 
posters which are available from 
the usual sources, so he and the 
agency agreed to develop an en- 
tirely original group of their own. 
They agreed that a light vein would 
be better than anything “heavy- 
handed or whip-lashing or lofty- 
perch,” to quote Frederic Kam- 
|mann, vice-president of the agency. 
|They also agreed that workers, 
given a chance, would probably 
| police themselves more effectively 
|than a foreman or front-office ex- 
| ecutive, and that a continuity of in- 
| terest would give a_ building-up 
| quality to the posters. 
| Accordingly, a charming char- 
| named Ivan Oxbrain was 


acter 
| born—a fellow who does every- 
thing he ought not to do and 
doesn’t do the things he’s supposed 
|to do. Three Oxbrain posters were 
|produced in three colors, silk 
screen, on cards 25 by 38 inches, 
and plans call for additional pro- 
duction of about three each month. 

The interesting thing about Mr. 
| Oxbrain is that other F&S&R clients 


| 
| 


| 
| 


heard about him and saw him, and | 


have ordered varying numbers of 
the cards. So Ivan is going to work 
not only for Hecker, but for Air- 
Maze Corporation, United Plastics 


Corporation and Old King Cole 
Inc. 


Grey Men to WPB 


Lawrence Valenstein and Joseph 
Lorin, president and vice-president, 
respectively, of Grey Advertising 
Agency, New York, have been 


’ 


| 


| 


| 
| 


| 


added to the staff of the campaigns | 


and media branch of the division of 
information, WPB. They will serve 
as advisers and consultants in the 
campaign to explain the workings 


of Inventory Limitation Order 
L-219, the order designed to see 
that consumers’ goods which are 


|available this year are distributed 
|as equitably as possible. 


| ineueiieaiaine 
Agency Promotes Landis 
| A. A. Landis, manager of the 
Cleveland office of Swafford and 
Koehl, New York, has been elected 
vice-president of the company. He 
| will continue to service the agency’s 
|midwest clients. 


| 


| 
| 


Issues Asbestos Book 


“The Asbestos Factbook,” 16-page 
assembly of facts concerning the 
origin, locations, uses and qualities 
of asbestos, has been published by 
Asbestos, Inc., Inquirer building, 
Philadelphia, and may be obtained 
from the company for ten cents a 
copy. 


Publishes Largest Edition 

The annual business survey edi- 
tion of the Wall Street Journal, 
published Jan. 4, was the largest 
issue of the paper ever published. 
The issue carried advertisements of 
157 corporations, railroads and utili- 
ties, totaling 85,582 lines. 


Sasser Adds Six Papers 


Effective with Jan. 3 issues, the 
following newspapers were added to 
the list regularly carrying “Buy- 
Lines by Nancy Sasser”: Columbus 
Dispatch, Kansas City Star, Mil- 
waukee Journal, Omaha _ World- 
Herald, San Antonio Express-News 
and Toledo Times. 


Joins Agency Network 
Hugo Wagenseil & Associates, 
Dayton, O., advertising agency, has 
joined Continental Agency Network, 
Philadelphia. The network is an 
affiliation of independent agencies 
with full recognition whose services 
are available as branch offices. 
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Victory-Minded people 


live in the Rock Island- 
Moline Zone where more 
than 


70°, 
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happen after. 


of the Tri-City Industrial 
Payroll originates. 
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of Victory. 
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We leave the post-war jitters to the timid souls 
—to those who lack faith in our country—to 
those who live in war-boom communities where 
little happened before the war and little may 


Rock Island-Moline are BUSY in the fullest sense, 
pouring out the instruments of war—but—95°%, 
of our productive facilities existed BEFORE the 
war and are raring to get back to peace produc- 


Conversion to peace will be a quick process as 
our many manufacturers tackle the task of 
meeting the dammed up demand for their prod- 
ucts. Jobs will be plentiful here as John Deere, 
International Harvester, J. |. Case and many 
others start supplying expanding American and 
worldwide markets under the Global Economy 
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‘Info Please’ Won 
by Heinz; Program 
Stays on NBC Net 


(Continued from Page 1) 


acquiring “Information Please,” it 
has been estimated that the new 
sponsor agreed to pay approxi- 
mately $10,000 per week, plus a 
large appropriation for war effort 
tours. This sum, which is in excess 
of the previous price of $8,500 per 
week met by American Tobacco 
Company, has been attributed to the 
summer slack-off when—although 
the program will not be on the air 
—‘the necessity for maintaining a 
large staff still remains.” 


Protests Commercials 


Mr. Golenpaul turned thumbs 
down on American Tobacco, as far 
as a contract renewal was con- 
cerned, after protesting that the 
teaser line, “Lucky Strike green has 
gone to war,” had almost ruined the 
continuity of the program (ADVER- 
TISING AGE, Dec. 14). Previous com- 
mercials, he indicated, likewise haa 
caused him plenty of displeasure. 

Had Lever snatched the covetec | 
program, the series would have | 
fallen to Columbia Broadcasting | 
System, inasmuch as Lever, one of 
radio’s most potent patrons, had 
planned to place the show over CBS 
on Wednesdays, from 9:30 to 10 p. m. 
“From the point of view of the West 
Coast, where half our listening 
audience is located, we feel the| 
buildup on Monday night is a good | 
one,’ Mr. Golenpaul said. 

Catching a nibble from Batten, 
Barton, Durstine & Osborn, agency | 
for Lever’s Vimms, Mr. Golenpaul | 
carefully scrutinized the product 
und available network spots. 

Mr. Golenpaul abandoned this 
prospect shortly after Pabst Sales 
Company, Chicago, and Heinz 
loomed bright on _ the _ horizon. 
RCA Mfg. Company also was a 
heavy contender for the show, but 
a suitable time proved the stum- 
bling block. Maxon, Inc., handles 
the Heinz account. 


Munsingwear Advances 
Kathleen Catlin 
- Mrs. Kathleen 


Catlin has been 
appointed adver- | 
tising and _ pro- 
motion director 
for Munsingwear, 
Inc., Minneapolis. 
Mrs. Catlin was} 
in charge of ad- 
vertising copy) 
and special pro- 
motions for the 
accessories divi- 
sion of Marshall 
Field & Co., Chi- 
cago, before she 
joined Munsing- 
vear in 1940 to handle fashion pro- 
motion and publicity. 


Kathleen Catlin 


‘Uncle Sam’ Series 
Signed for 780 Stations 


William B. Lewis, director of the 
adio bureau of the Office of War 
information, revealed last week that 
(80 broadcasting stations have 
greed to carry the “Uncle Sam” 
eries of 15-minute transcribed pro- 
‘rams in five-day-a-week strips, 
eginning Feb. 1. 

Writers for the government pro- 
rams include Carleton Morse, crea- 
r of “One Man’s Family,” Carroll 
Carroll, writer of the Kraft Music 
Hall, and Don Quinn of Needham, 
ouis & Brorby, scripter for ‘“Fib- 
er McGee and Molly.” 
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ADVERTISING AGE 


The White House is considering 
plans for re-grouping the rationing 
division of the Office of Price Ad- 
ministration with WPB’s Office of 
Civilian Supply. Price control might 
be included in the same agency or 
might become a separate entity. 
Final decision will await an “on- 
the-scene”’ survey by the new price 
administrator, Prentiss Brown. 

* * ck 


John L. Lewis’ controversy with 
the bituminous coal operators over 
the length of the work week has 
brought to the front in recent weeks 
the problem of maintaining an ade- 
quate civilian economy as_ the 
foundation for successful war pro- 
duction. Mr. Lewis’ United Mine 
Workers, like their kin in Wales, 
don’t see any point to working six 
days a week if they can’t buy bev- 
erages, clothes, and food with the 
money that is left over after taxes 


and bond purchases have been de- | 
ducted. 


Bd % oe 


Look for greater integration and | 
pooling of milk deliveries in the | 
next few weeks. Diiector of Eco- 
nomic Stabilization James Byrnes 
is in agreement with agriculture 
and ODT officials that rubber and 
gasoline can’t be spared to maintain 
peavetime competitive practices in 
milk marketing in the East, even if 
some drivers are thrown out of 


work. 
* * co 


Plans for reorganization of the 
entire political intelligence and for- 
eign propaganda services of the 
government are under considera- 
tion. Certain difficulties encoun- 
tered in North Africa revealed the 
need for sharper definition of the 
functions of Col. William Donovan’s 


| Elmer Davis’ Office o 


Private Lines | 


Office of Strategic Services and 


mation. Although neither Davis nor 
Col. Donovan has spoken publicly, 
a number of difficulties have devel- 
oped in the relations between the 
two organizations. OWI’s foreign 
division was originally under Col. 
Donovan. 

us oe cd 

Operations of the American In- 

dustries Salvage Committee, formed 
to conduct the iron and steel scrap 
salvage drive last July, will be 
scaled down to skeleton size on 
Feb. 1. Advertising is definitely out, 
and the committee may disband 
completely late in the spring. 

* * k 


Although James C. Petrillo’s 
quick wit and doggedness won the 
American Federation of Musicians’ 
president a favorable press during 
the Senate sub-committee hearings 
last week, broadcasters can hardly 
conceal their pleasure with the re- 
sults. The union chieftain was 
forced to agree to present demands, 
which he had not hitherto done, and 


29 
f War Infor- | he was trapped into making state- 
ments on many phases of the 


union’s policies which will greatly 
strengthen the position of the re- 
corders and broadcasters. He may 
gain, however, his objective of revi- 
sion of the copyright laws to legal- 


ize licensing of recordings for 
broadcasting and juke boxes. 
Barnhart to KMOX 

Charles Edward Barnhart has 


been appointed director of the con- 
tinuity department at Station 
KMOX, St. Louis, replacing Lloyd 
Clay, who has joined the FBI. Mr. 
Barnhart formerly held similar 
positions at WTMV, East St. Louis, 
Ill., KXOX, St. Louis, and WMBD, 
Peoria, Il. 


Buy War Bonds and 
Stamps TODAY! 


this fight! 


Send Your Gift to 
| Your President 


ILL you help this child . .. and thou- 

sands like her? Here is another vic- 
tory we must win... the conquest of that 
dread, crippling disease — Infantile Paral- 
ysis! Under the leadership of President 
Roosevelt, every American can help in 


the 1943 Fight Against Infantile Paralysis! 


THE NATIONAL FOUNDATION FOR INFANTILE PARALYSIS 
ANNUAL FUND-RAISING DRIVE 


THE CELEBRATION OF THE PRESIDENT'S BIRTHDAY 
342 Madison Avenue, New York, N. Y. | 
| 
| 
| 


Basit OC 


President 


The Campaign officially opens on January 15th... it concludes with the Cele- 
bration of President Roosevelt's Birthday, Saturday, January 30th. 


Will you volunteer your facilities .. . your services? Everyone can help —radio 
stations, sponsors, advertising agencies, musicians, actors, singers, writers. Many 
have already joined us but more are needed — everyone should be enrolled in 


Said our President: “The fight against Infantile Paralysis is an essential part of 
the main struggle in which we are all engaged — a struggle to make this world 
a better place in which to live.” 


Join President Roosevelt: Fight Infantile Paralysis! 


through 


MUrroy Hill 2-9020 
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JOIN the 
MARCH 
of DIMES 


Howarp LONDON 
Radio Director 
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Tanuary 18, 1943 


Management Group 
Peers Into Future 
of Marketing 


(Continued from Page 2) 


ment by imports of foreign goods 
and services? Are we willing to 
permit some industries to prosper 
which have a natural export advan- 
tage while others are depressed by 
foreign competition? In order to 
develop our exports to South Amer- 
ica, are we willing to accept direct 
payment for them in the form of 
imports of their agricultural prod- 
ucts, or indirect payment in the 
form of imports of British goods? 
Will we sell our heavy machinery 
and equipment to China and India 
and the countries of South America 
so that they may eventually satisfy 
their own domestic needs for many 
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manufactured products? If we can! 
answer all these questions affirma- 
tively and unflinchingly, our foreign 
trade will make us prosperous in| 
the long run, and we shall contrib- | 
ute to the peace and prosperity of 
the whole world. On the other hand, | 
a return to nationalistic fallacies of | 
the past 25 years will bring world | 
conflict and declining trends in our 


satisfied the direct needs.” 
Vision of New World 


search, Universal Oil Products Com- 
pany, Chicago, and president of the 
American Institute of Chemists, 
drew back the curtain on the amaz- 
ing world of the future at the dinner 
meeting of the group yesterday. 
Airplanes hurtling through the 
air at over 500 miles an hour, carry- 
ing 1.000 or more passengers ... 


| world can expect in the not-too-far- 


‘low cost air travel and jitney planes 
within the financial range of every 
American .. . automobiles getting 
50% more mileage per gallon of 
gasoline tires produced from 
petroleum which will give 100,000 
miles or more of trouble-free serv- 
ice—these are some of the things in 
the transportation field which the 


distant future, he said. 

The day of German leadership in 
chemistry, physics, mathematics and 
medicine has definitely passed, Dr. 


foreign trade after exports have) 


Dr. Gustav Egloff, director of re-| 
| 


Egloff declared. “In less than 25 


lyears the United States has reached 


world leadership in research and | 
has awakened to a miracle of scien- | 
tific and technological development 


reg 
under our system of free enterprise. 


|Private initiative is responsible for | 


America’s world leadership in sci- | 
ence and industry.” 
| 


War Aids Science 


| Pointing out that the war, hor-| 
|rible as it is, is proving a tremen- | 


dous factor in research, invention 
and development, Dr. Egloff re- 


|viewed advances in medicine, the) 
juse of sulfa drugs, and reported on | 


/pentothal, a new anesthetic in-| 
|jected intravenously which not only | 
has no explosive characteristics but 
|requires practically no equipment 
for its administration. He pointed 
/out, also, that vitamin C, which cost | 


— 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


January 4. Talked with a friend who 
has been plugging away for some years at 
the promotion of better relations with 
Latin America. He wonders why it is this 
subject never really captures the imagina- 
tion of our people. I think it is because 
the tides of world history and of thought 
have always flowed east and west, never 
north and south. In such intangible forces 
does the fate of enterprises sometimes lie. 


January 5. Advertising is something you 
pay for; publicity something you cadge for. 
How strange that this somehow makes 
publicity more respectable than advertis- 
ing—not only in government, but in some 
business quarters. 


January 6. Studied the results of a care- 
ful consumer investigation in over 2,000 
cross-section homes, on the use of two 
competing products. These two products, 
while very similar in their qualities, have 
long been advertised for somewhat dif- 
ferent uses. In home after home, the re- 
port showed, both products were on hand 
—but each was confined to the uses for 
which it had been most featured. I have 
never seen more convincing evidence of the 
direct power of advertising to determine 
people’s habits. 


January 7. Heard a professor defined as 
“a man who spends his life teaching people 
how to solve problems which he has spent 
most of his life escaping by becoming a pro- 
fessor.” This is one of those witticisms 
which has just enough truth in it to get by. 
When some hundred economists are re- 
ported to have signed a petition to govern- 
ment for the elimination of advertising in 
war time, one may think all professors live 
in a dream world. But when it is re- 
membered that most products now adver- 
tised can ultimately be traced back to some 
scientist’s research, the little truth in such 
a remark becomes evident. 


January 8. Sitting around in a bull ses- 
sion with a number of publishers, adver- 
tising agents and advertisers, somebody 
asked for guesses on the total volume of 
national advertising in 1943. I ventured 
the estimate that it would be about the 
same as, or a little better than last year. 
Other estimates ranged down from this to 
a 10% loss. The leading publisher of 
magazines present believed that it would 
be about 10% up for the first six months, 
10% down for the last six months, or about 
even for the year. 


January 9. Began the reading of the 
new life of Willard Gibbs, the compara- 
tively unknown man who Einstein says had 
one of the most original and creative scien- 
tific minds America has produced. His 
story reminded me of the saying that the 
human being has three basic hungers: the 
hunger of the belly, the hunger of the 
loins, and the hunger of the mind. Gibbs 
had the last of these in such remarkable 
degree that, in his attempts to satisfy it, 
he changed the scientific thinking of the 
entire world. 


January 10. ON THE NATURE OF AD- 
VERTISING KNOWLEDGE. The old cor- 
respondence school ads used to say that 
Knowledge is Power. Power to do what? 
Does it not come down to the power to pre- 
dict what will happen? We “know” that 
2 plus 2 makes 4, because every time we 
have added 2 things to 2 other things we 
have found we had 4 things; so we safely 
predict that it will happen again. We 
“know” that the rate in a certain publica- 
tion is, say, $10,000 a page, because we can 
reliably predict that we will get a bill for 
this amount if we use it. Knowledge then, 
in advertising or elsewhere, is the power 
to predict. To the extent that we lack 
that power we lack knowledge. What an 
area of ignorance that leaves in advertis- 
ing! 


ed 


$213 an ounce in 1933, sold in June 
of last year for $1.65 per ounce, and 
vitamin B,, worth $8,000 an ounce 
in 1935, is now marketed at $15 an 
ounce. 

Turning to foods, Dr. Egloff re- 


ported how petroleum by-products | 


such as ethylene, propylene and 
butylene are being used to hasten 


‘fruit ripening and growth. “Devel- | 


jopments already achieved present 
lan almost incredible picture of our 
food supplies of the future,” he 
said, with more food of higher nu- 
tritive quality being raised on less 
acreage with far less labor. 


Sees Synthetics in Lead 


In the field of textiles, he re- 
ported, the reign of the silkworm is 
practically over, with 
fibers taking its place. Glass, a 
field in which almost no progress 
had been made for thousands of 
years, now is blossoming out in new | 
forms, shapes and uses, and the field | 
of plastics has merely begun to shed 
its swaddling clothes. 

On the rubber front, he reported 
that U. S. research laboratories have 
discovered at least 3,000 synthetic 
rubbers of varying properties. “One 
may state,” he said, “that synthetic 
rubber for tires will be highly com- 
petitive with natural rubber and in 
mass production synthetic should be 
less than 15 cents a pound. Natural 
rubber has sold through the years 
at prices ranging from 3 cents to 


$3 per pound.” 


Gives Consumer Data 


Drawing on some of the mass of 
data collected by Farm Journal and 
Farmer's Wife in its continuing 
study of farm family buying habits, 
Dr. F. R. Cawl, director of market 
research and sales promotion for 
that publication, told the confer- 
ence this morning that total family 
expenditures for the first three 
months of 1942 were 17% greater” 
than in 1941; food expenditures were 
up 26°, and drug purchases rose 


Using coffee consumption figures 
as a case in point, and declaring 


synthetic | 


that since shortages developed there 
has been “an absolute disregard of 
| brands,” Dr. Cawl pointed out that 
|present conditions are “fraught with 
|great danger to nationally adver- 
| tised brands, unless they wisely use 
| the period to convert as many cus- 
| tomers as they lose and to constantly 
|resell their old customers as soon 
jas they can be reached with their 
|original brand again.” There is like- 
|wise the danger, he said, that new 
‘drinks may permanently supplant a 
/considerable portion of the former 
|\coffee market. 

| 

| Flour Consumption Falling 


Reporting that certain types of 
‘flour are showing declines, while 
ready baked bread is going up 
slightly, Dr. Caw] declared that “if 
the millers of the country are not 
|going to go after the home market 


Swift is following this 12-point pro- 
gram: 
1. Adjusting the sales organiza- 


working, shifting population. 

2. Adjusting the organization to 
handle smaller available supplies 
for civilian markets. 

3. Streamlining the sales force, 
and in so doing transferring as many 
salesmen as possible to other 
branches of the business. 

4. “Our corps of bicyclists.” 

5. Greater use of shoe leather 
and street cars. 

6. Use of special conveyances such 
as trucks and freight trains (where 
permitted to supplement the regu- 
lar rail and tire transportation of 
salesmen. 

7. Doubling up with non-competi- 
tive salesmen in car-sharing plans. 

8. Fewer personal calls on cus- 


tion to meet the needs of a hard- 


9. Fewer truck deliveries and 
larger individual orders. 

10. Reduction of hours in which 
sales branches are open for business. 

11. A new “want order form” 
|\which travels at a_ transportation 
cost of 1% cents each, in the mail 
| car. 

12. Sales conventions by radio. 


Publishes Employe Organ 

Fisher Scientific Company, Pitts- 
burgh, Eimer and Amend, New 
York, and Fisher Scientific Com- 
|pany, Montreal, thre2 associated 
companies which manufacture labor- 
'atory appliances, have begun pub- 
lication of a new employe pape: 
called “The Triangle.” R. H. Fow- 
ler, personnel manager of the Pitts- 
burgh company, is the editor, and 
production is handled by Howard 
Draving, editor of “The Labora- 
tory,” the companies’ external hous 


in an energetic way, it would seem |tomers and more telephone calls. 
from the signs we already see, that | 
it would behoove them to find other | - 
products like plastics and rubber to | 
make out of their product and be| 
ready to give them to the public 
when this period is over.” 

These and other examples show | 
the tremendous changes which are | 
taking place and the dangers which 
face marketers, Dr. Caw] said—dan- 
gers which can be faced intelligently 
only by keeping in constant touch | 
with public desires and demands. 

J. W. Crafton, assistant to the 
vice-president in charge of sales and | 
advertising, Swift & Co., told the| 
conference that his company’s prin- | 
ciple is to make “as equitable a dis- 
tribution to our customers and to 
market centers of the nation, popu- 
lation shifts considered, as the avail- 
able supply will permit,” and as 
manpower and transportation prob- 
lems allow. (“In Ft. Worth, Bloom- 
ington, Denver, Dallas, Sioux City, | 
New Orleans and many other towns 
our salesmen are using bicycles.” ) 


organ. 


Where the prospect con immediately 
obey your urge to BUY 


There's double advertis- 
ing and double selling value 
in this novel double-face display 
at point-of-purchase. Different mes- 
sages for the two sides are printed on 
a heavy paper sleeve which slips over the 
wire shoulders of a metal stand. Economical 
because stand can be used over and over 
again with new and different sales messages. 
Can be made any size sturdy and durable. 
Ask to see one —- Call, Telephone or Write | No Obligation 


MAGILL-WEINSHEIMER COMPANY 


Producers of Sales-Making Advertising for over 34 years 


1320-1334 S. Wabash Ave. - Phone CALumet 7200 - Chicago 


12-Point Program 
To reduce selling costs and con- 
serve on vital materials, while still 
maintaining customer relations, | 
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7 ing of peace.” | 1942- 1941 LINAGE FOR CANADIAN MAGAZINES under the government progr &m, 
“alotex Pictures Coupled with this stimulating | Ronan "sea pee, __ | even though this is rapidly drawing 
preview of new and better postwar | Pages Lines Pages Lines | to a close. Thus the leading pub- 
homes is the Celotex admonition to | 2° c nadian Homes. Pg a. bet gny oa 292.878 | lications reaching industrial man- 
MAS H “take care of the home you have.” uae a 278.9 237/640 386.7 70675 |agement and construction engineers 
irac e ome Because many people have the idea, |"Uiverty ----- +>: pit Sty 366.1 157.037 | will help to put over the Celotex 
. Ter fps adonweees snes 99.2 312,264 528 407,966 , A a 
due to prohibition of all new resi-|*Mayfair ...................... 524.7 352,630 566.4 380, story of building, maintenance and 
dential construction except defense | *;Nations! Home Monthly. = aes ty 188.122 | repair for wartime efficiency in pro- 
for Postwar id pn ap obras sGaiiter week 2 aus Setal Grow shed 1,898,348 3,247.4 2,148,541 or yne Calotes campaign promises to 
not approve of building work of any pede SR ht bo 2,925.7 Ss. 2,148,5 é 
(Continued from Page 1) kind, the company points out em- Canadian ‘Countryman... peuttry and Brestosh i Camera ‘oo 7a 191,629 be a great —s = the a 
phatically, “Uncle Sam wants you Pane oo 2 — ae aaa ‘ones SOP 171,994 243.0 174.966 | building materials industry. any 
for a new America are being laid to guard the value of your present ‘Eeotern Edition veranda tae 345.0 348,483 387.8 191,633 of those in this field have been in 
today. An America of greater op- home. It is a vital part of America’s m Western Edition rer TERT ETS 311.1 $14,215 339.0 342,430 the dumps because of the numerous 
portunity, better health, added leis-| program for victory. It is a far bet-| Farmer's Advocate & Home Magazine...) Hod 21235 diet aaxata|estrictions which have been im- 
ure and higher standards of living | ter home, with far more comforts sparmers Magasine petessae se. 261.0 182,728 291.6 204,108 | posed on residential and commercial 
for the average family — all made] nq conveniences, than the average a ha ee + ey _ivi.ns t¢ beget construction, but with Celotex lead- 
possible by the free enterprise of family of any other nation has ever| ,.. ,.. —— sa : ——_—| ing the way, and keeping the story 
free men. enjoyed. SUS ISTP ken evsvverssaic. + +#0h9S.8 2,119,206 2,601.3 2,301,365 | of its promotional efforts in behalf 
“War-born advances in transpor- “So don’t let it run down. Don’t| ‘Figures furnished by publisher. of the industry before architects, 
tation, communication and fabrica- let neglect endanger its usefulness. al942 format 680 lines; 1941 format 700 lines. contractors and dealers, the result 
tion will make possible a ‘miracle| Taye fyl) advantage of the pro- may be a reawakening of the sales 
home’ of tomorrow, priced within) visions made by your government} big edition of this new booklet, and| ucts in which Celotex is interested | Promotion spirit on the part of all 
reach of the average family—and|t. cover its maintenance and re-|is prepared to follow up inquiries|in only a collateral sense, but the | concerned with building. 
built far from crowded cities in an] pair, . . for it by advising its dealers of the| home itself is an authentic architec-| The advertising of the Celotex 
environment of sunlight and whole-| «Don’t risk needless loss through | names of those interested in home|tural design by Skidmore, Owings | Corporation is handled by MacFar- 
some air. neglect of your home. Take steps| Maintenance work. & Merrill. It is small, compact and|land, Aveyard & Co., Chicago, with 
“In the home, mechanical ser-|now to prevent deterioration and| Because of the extensive line of| spacious, with many of the comforts|O. A. Feldon, vice-president and 
vants will greatly ease household safeguard your investment in your| building materials now grouped|and conveniences housewives have partner, as account executive. 
drudgery. There ‘climate proof’|home. Mail the coupon today with-|under the Celotex banner, almost| been dreaming of. 
construction will guard health, bar| yt obligation!” any type of repair or maintenance In explaining the background of 
summer heat and winter chills, cut work will give opportunity for the|the campaign and the market situa- 
heating costs. There the products Copy Includes Coupon application of one or more of the|tion which has justified the ex- . oa 
of industry—advanced a generation The appearance of a coupon in a| multiple-function products which it| pansion of Celotex advertising in Bu falo a 
overnight by the urgencies of war—| current advertisement in behalf of | manufactures. Celotex shingles and | 1943, W. C. Rodd, Celotex advertis- . 
will make commonplace’ even jan industry which has been greatly | roofing, gypsum wallboard, cane|ing manager, gave an encouraging Ras Most ia 
greater conveniences and comforts| restricted through wartime emer-/| fiber or rock wool insulation ma-|view of current sales opportunities a 5 
than the wealthy now enjoy. | gencies is both unusual and refresh-| terials and many other products|for the building industry. 
“You can make the down pay-|ing. Celotex provides this conveni- | may be applied to the varied needs Pp + ] 
ment on your own ‘miracle home’|ent method of requesting a war|of home maintenance. Sputemnnes Market Important ower u 
of tomorrow by earmarking the war) bond container for the “earmarked” The opening shot in the expanded Government and industrial con- s 
bonds you are buying today. investment to be used later for|Celotex advertising program is il-|Struction is now tapering off,” ne Transmitter 
“All this is no idle dream, but the | home construction, plus a new book | lustrated with several views which pointed out. “While over 500,000 | 
reality of tomorrow. The wartime) on repair and remodeling called “A| provide a glimpse into the future.| defense homes will be built this | Pl . 
efforts of the building industry, now| Wartime Guide to Better Homes.” | Single-unit kitchen convenience | Ya", and while some military con- | sills ant . 
serving the needs of a fighting na-| Anticipating a warm reception for| combinations, television projection struction will still be in evidence, | “im Eee 
tion, already assure new abundance | the practical suggestions which it is| facilities, and new automobile de-| W© believe that war needs can be 
and comforts for all with the com-! offering, the company has ordered a! signs are among the suggested prod- taken care of and still allow for al 
considerable volume of necessary | 
repair and maintenance work in in- | M A K e Ss 
dustry, in homes and on the farms. | 
4 The latter market should be espe- | 
T 4 a DISTANCE BETWEEN Two POINTS cially important, because of the need | 
for giving our food producers every 
Is A STRAIGHT LINE possible aid in their great tasks for | 
1943. 
| “While it is true that the present | 
the lovesick swain the longest way limitation on home repairs is $200, | Buffalo’s only 
‘round may be the shortest way home. | “'th $1200 allowed for the farmer, 
: including production facilities and 
But to the advertiser who gets places | },ome maintenance, the total will be 50 OOO 
oa ahead of competition, the longest way considerable. Building material i A 
’ ; : in i |dealers, who have received very 
ail round is nothing but a pain in the neck | eet . > 
re ‘ products during the 
---Which is one reason for the popularity pest year because of our consentye- WATT STAT l ©] N 
ch 4 of Faithorn non-stop, non-detour service tion on war production, will be Blanketing 11 Eastern 
a “4 —the shortest distance between the birth given an opportunity to distribute | Sodtetunt Give 
” m of a good idea and the completion of a | more Celotex materials than in 1942, 
on .- 2 é pia and will find many opportunities 227,000 Square Miles 
ail t perfect job... If lost time and motion in | ;,,,. sales, especially as a continued 


the production of advertising have no Over 12,000,000 people 


. shortage of lumber for building 
M4 place in your scheme of things; if skilled | ee cecracl pen ae tb because md 
. , ; | increased demands for this materia 
mn ° handling of tsi detail, accelerated | to be used in boxes and crating for | BASIC 
z and reduced in cost by complete con- war ch 
? r shipments.” : 
oa , centration under one roof, appeals to _ Mr. Rodd is not one of those ail wie COLUMBIA 
qvescnaar 1; : : | believes the buildi s ly dealer Ri 
‘ fe ou, you'll like Faithorn service ...Just | e ng supp . 
“A Eh * ; ‘ob thi th. direct | has been in danger of going out of | 7 15 20 K. Cc. 
- y ave one job over this smooth, dir business during the war period. a 2 cae 
" A route and judge advantages by results. “There has been a lot of loose talk 
oa } Faithorn service and prices must also | @bout the large number of building | 
oa . be reasonable; or we wouldn't be hand- mater ial dealers who would : be 
a | ; . forced out of business,” he said. 
va ali ling so many important accounts. “Our experience shows that the| 
roe 4 number has been small, and that | 
= eRe Always the Finest at Faithorn |'most dealers who are well estab- 
a = lished are continuing to carry 


on. 
ENGRAVING 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 


The building material dealer is usu- 
ally a substantial citizen, and while | 


FINEST PRINTING it has been necessary for many of 
eT them to take on new lines to insure 
but all are here, ready to serve you . as sufficient volume, most of them are 

ad Speed, economy and satisfaction assured. still operating successfully. In most 


cases it is only the poorly financed 
fringe dealer who has discontinued 
business.” 

Because of the importance of the 


TIME. . He whe gains Time, gains everything” 


farm market this year, the com- 

pany’s advertising will be well 

—or inversely, lost time is total loss. The road that detours here and detours cireulated in this Geld. It is using 
there may finally bring you to your destination, but at what cost! American Fruit Grower, Country 
Why be so lavish of time when it is the one thing about which youshould be Gentleman, Hoard’s Dairyman, New 


England Homestead, Poultry Trib- 
une, Progressive Farmer and Suc- 
cessful Farming. Farmers may ex- 
pend up to $1,000 for production fa- 
cilities, such as barns, poultry runs, 
feed sheds, etc., and $200 on home 
improvements, that in view of 
the increased buying power and in- 
creased production load on farmers, 
Celotex believes that sales in this 
field will be better than might have 
been anticipated. 

The industrial field will be ex- 
ploited vigorously, on the ground 
that many plants will continue to be 
enlarged or improved for war 
duction purposes, while 
|still be in process of 


most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


PRINTING 


.. FAITHORN is the only 
zsoncern in Chicago offering 


‘his COMPLETE SERVICE 


SO 


New $350,000 Transmitter Plant 


BUFFALO 
BROADCAST NG CORPORATION 


FAITHORN CORPORATION 


pro- 
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"AD-SETTING * ENGRAVING © PRINTING ¢ 504 SHERMAN ST., CHICAGO * WAB. 7820 
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January 18, 1943 


Publishers, Facing 
New Cuts, Adopt 
Wartime Measures 


(Continued from Page 1) 


formerly appeared weekly will now 
be on sale bi-weekly; semi-monthly 
publications, monthly; monthlies 
will appear bi-monthly. 

The New Yorker has reduced 
basic weight of its paper and pre- 
pared to cut margins. In view of 
the substantial volume attained dur- 
ing 1942, the limitation will deal a 
heavy blow. 

“The situation we faced,” declared 
Roger Fawcett, vice-president of 
Fawcett Publications, “was whether 
we were to weaken all of our pub- 
lications by reducing each one the 
necessary 10% below 1942 con- 
sumption, or deliberately sacrifice 
some by suspending them for the 
duration and using the resultant 
saving of paper in our leading 
magazines, namely our Fawcett Wo- 
men’s Group that delivered 3,800,- 
000 circulation with the February 
issue.” 

Biggest 


single saving of paper 


accomplished by Fawcett’s final 
decision was made by merging 
Hollywood’s 500,000 circulation 


BOOKLETS 


LOOK 
CATALOGS es 
FOLDERS ~ cost 
. LESS 
SALES HELPS 
Ree A 
. IMPROVED OFFSET 
Laurel LITHOGRAPHY 


COMPLETE COPY & ART DEPARTMENTS 


LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


with Motion Picture. As a result 
Movie Story along with Motion Pic- 
ture becomes the Fawcett Screen 
Unit for advertisers and retains its 
1,000,000 circulation guarantee. 
Fawcett, one of the largest publish- 
ers of monthly magazines with 61 
publications issued in 1942, has sus- 
pended more than half its titles. By 
suspending so many magazines the 
company will be able to give near- 
normal size issues of each of the 
magazines now composing Fawcett 
Women’s Group: True Confessions, 
Romantic Story, Motion Picture and 
Movie Story. 

“Good Housekeeping will get as 
much sheetage for tonnage allowed,” 
said Arthur Moore, vice-president 
of Hearst Magazines, Inc. “Trim size 
will be cut slightly and a few pages 
of editorial matter may be deleted. 
As a last resort we may cut circu- 
lation. Inasmuch as we put out 
eight books it may be necessary to 


steal from one place and give to|_ 


another,” declared Mr. Moore. “At 
the present time we plan to combine 
two weak issues.” 

Haire Publishing Company will 
cut trim sizes down to 8% by 11% 
inches on eight of the firm’s nine 
publications. So far no other changes 
have been intimated. Further limi- 
tations may necessitate reduction in 
paper weight. 

Penton Publishing Company, 
Cleveland, announced that it will 
reduce the trim size of Foundry, 
Machine Design and Steel from the 
current 83% by 115% inches to 8% 
by 11%. 

Steel will be trimmed to the 
smaller size beginning with the 
March 8 issue, Foundry beginning 
with the April issue, and Machine 
Design starting with the March 
issue. 

Iron Age will reduce its over-all 
trim size to 8% by 11% inches, 
effective with the March 4 issue, 
and another Chilton publication, 
Hardware Age, will reduce its size 
to 8% by 11% inches, effective with 
the Feb. 18 issue. 


Nation’s Business, published by 


NOW 119,000 


119,000 


POPULATION 


CORPUS CHRISTI MORE 
THAN DOUBLES ITSELF IN 
LESS THAN TWELVE YEARS 


57,301 


27,741 


* Preliminary estimates 
released Dec. 23, 1942, 
by the Department of 
Commerce bureau of 
census. 


1930 


Carrying the highest-rated programs of 
National Broadcasting, Blue and Mut- 
ual Networks along with those of the 
Lone Star Chain, KRIS gives Corpus 
Christi listeners entertainment conti- 
nuity equalled by few other stations in 
then, 


KRIS rates a dominant 68.6% evening 


America. Little wonder, that 


listenership against 10.5% for station 


B and only 7.1% for station C—ac- 


1940 


This Rich Market’s Only 
Major Station is KRIS! 


1942 


cording to the Hooper Station Listen- 
ing Index for Fall. 


Surely, Corpus Christi, now a city of 
well over 100,000 people who receive 
their incomes from oil, cotton, farm- 
ing, cattle raising and shipping, is a 
market worthy of your best advertis- 
ing efforts. Now a full-fledged member 
of the N.B.C. Southwestern group of 
stations, KRIS gives you a bonus in 


greatly increased population. 


Represented Nationally by the Branham Company 


NEW CONTAINER 
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This cylindrical box, scaled to take less 
shelf space, will house the “new” Listerine 
tooth powder,made by Lambert Pharma- 
cal Co., St. Louis. It is composed of a 
cardboard-like material which looks like 
gleaming white tile. Side walls are lami- 
nated with three layers of glassine to 
protect the package surface and keep 
moisture out. Lambert & Feasley, Inc., is 
the agency. 


United States, reports that since 
| restrictions are likely to be imposed 
'on short notice it will be unable to 
|continue accepting contracts six 
'months in advance. The company 
is adopting a first-come-first-served 
policy with its advertisers. Con- 
tracts already in will be honored 
and new contracts will be accepted 
for only three months in advance 
of the contract date. If occasion 
arises to cancel any contract Na- 
tion’s Business will comply with the 
same notice requirements expected 
\from advertisers: sixty days on 
‘color and preferred positions, and 
\the official closing dates on black 
|and white. 

Newspaper publishers acted to 
conserve newsprint as early as last 
April, reports the American News- 
paper Publishers Association. Sev- 
eral papers throughout the country 
| then increased advertising rates, 
'reduced classified heads by chang- 
ing style, charged advertisers for 
/composition and plates ordered and 
inot used within a specified time, 
| eliminated advertising “puffs’’ and 
\free publicity to a major degree. 
| Free copies were either reduced 
| or eliminated and returns were re- 
|stricted. Mail subscription rates 
| were increased along with a more 
careful checking of unaccounted-for 
papers. In editorial departments 
Sunday comic sections were reduced, 
rotogravure sections were either cut 
down or eliminated, the percentage 
of advertising to reading matter 
was increased, reduced feature sec- 
tions and standing heads for market 
page stories were set up. 


|up somewhat,” he said. 


‘the Chamber of Commerce of the | ing of Nucoa has been aimed at 


Stress Nucoa F ood 
Value in Special 


Newspaper Drive 
New York, Jan. 14.—A hard-hit- 
ting special newspaper campaign 
designed to promote Nucoa mar- 
garine as a nutritious food in its 
own right has been launched by 
Best Foods, Inc., as a supplement to 
its regular outdoor and magazine 
advertising. Benton & Bowles is the 
agency. 

Several 1,000-line insertions are 
currently appearing in 17 news- 
papers in more than a dozen large 
cities from coast to coast. Adver- 
tisements consistently play up the 
nutritional theme by saying: ““Nucoa, 
the delicious modern margarine 
with Vitamin A, fits ideally into the 
‘Good Daily Nutrition’ plan. It fur- 
nishes food-energy we need for 
today’s active living.” 

Copy also points out that as one 
of the “vitamin-rich spreads” men- 
tioned in U. S. nutritional food 
rules, Nucoa furnishes as much 
food-energy as the most expensive 
spread for bread and claims that 
there are never less than 9,000 vita- 
min A units in every pound. 

Albert Brown, advertising man- 
ager of Best Foods, said that 
margarine has been increasingly 
difficult to produce due to allocation 
of oils. “However, now that the 
War Production Board has expanded 
the oil allotment, things have eased 
Advertis- 


consumers already using margarine, 
as well as new customers. 


Ruppert Expands Radio 

Jacob Ruppert, New York brewer, 
has expanded its radio campaign 
with a 32-week series of news com- 
mentaries over Station WINS, New 
York. Six 15-minute news periods 
will be used weekly, Monday to 
Saturday, from 6:30 to 6:45 p. m., 
EWT, in addition to four one-min- 
ute spot announcements daily, same 
days. Ruthrauff & Ryan, New York, 
is the agency. 


—_— 


Curtailment Cuts 
Amos ‘n’ Andy Off 
Campbell Program 


New York, Jan. 14.—More than 
five years of sponsorship by Camp- 
bell Soup Company ended this week 
for Amos ’n’ Andy, when Freeman 
Gosden and Charles Correll refused 
to switch from their present quar- 
ter-hour daily spot to a weekly 
half-hour set-up on CBS, Wednes- 
days at 9:30-10 p. m. 

After Feb. 19, and twelve and 
one-half years of continuous spon- 
sorship on networks, the famous 
show will go on sustaining, sources 
at CBS revealed today. Reasons ad- 
vanced for the proposed shift in 
time for the show were described as 
purely economic, since the war has 
eaused many problems for the 
canned food industry. 

H. F. Jones, advertising manager 
for Campbell Soup Company, de- 
veloped the weekly half-hour pro- 
gram idea, but after consulting with 
their agents, Correll and Gosden 
decided to abandon Campbell spon- 
sorship, rather than revise their 
existing formula. 


Expands Margarine Drive 

Miami Margarine Company, Cin- 
nati, maker of Nu-Maid margarine, 
released a newspaper schedule last 
fall in a limited list of markets 
which was so satisfactory that the 
company has renewed the schedules 
and has expanded to new markets. 
Four 210-line advertisements will 
run once a week for four weeks 
Ralph H. Jones agency, Cincinnati, 
handles the account. 


Johnson Promoted 


G. Frank Johnson has been ad- 
vanced to the post of sales promo- 


tion manager of Calvert Distillers 
Corporation, succeeding J. A. Gollin, 
'who was recently promoted as 
jassistant general sales manager. 
|Before joining Calvert last year, 
|Mr. Johnson was assistant advertis- 
jing manager of Devoe & Raynolds. 


— 
_ 


¥. HOW TO RE 


Breskin Appoints 
Gallagher Agency 


| Walter J. Gallagher, Advertising, | 


|New York, has been named agency 
|to direct advertising of Modern 


Plastics and Modern 
published by Breskin Publishing 
Corporation, New York. Future 
plans include schedules in 
tising business papers and direct 
; mail. 

| In view of wartime restrictions 
'on normal packaging materials, the 
campaign for Modern Packaging 
will provide suggestions for substi- 
|} tute materials. 


| Bonnafoux Advanced 


Lucien C. Bonnafoux, division 
;}manager of Hiram Walker, Inc., in 
the mid-Atlantic states, has been 


named vice-president in charge of 


sales for W. A. Taylor & Co., New 
York, a subsidiary of Hiram Walker. 


Named Acousticon V. P. 


Vincent J. McIntyre. general sales 
manager of the Acousticon division 
of the Dictograph Sales Corporation, 
has been elected a vice-president 
and director of the company. 
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Market Place 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


All other classifications (single insertion rates): 


$4.75 per inch. 


“Positions Wanted,” 


“Representatives 


Wanted,” 
a line, 


minimun charge §1. 


and 
Term: 


% in., $2.75; 1 to $ in. 


—_ 


HELP WANTED 


Art Director for high class 
monthly publication with Inter- 
national circulation, capable of 
making page layouts, air-brush- 
ing and retouching photo- 
xraphs, montages, etc. State 
draft status and salary required 
to start. 


tox 3909, Advertising Age, N. Y. 


COPYWRITER .. . Unusual opening 
in Direct Mail division Ohio manu- 
facturer. Industrial and Business 


Control Systems concentrating exclu- 


sively on war-rated business. 
QUALIFICATIONS: Keen selling 
sense; ability to write with clarity, 


conviction; capacity for digging out 
and organizing selling information; 
knack for mastering details; and... 
above all... enthusiasm and ambi- 
tion. Ours is a youthful, alert or- 
ganization which sets the pace for 
the industry. That'll give you an 
idea of the man (or woman) we 
want. Age: 22 to 45. Fair salary to 
start Wide open opportunity. Give 
complete details ... experience, re- 
sults, salary record, draft status, ref- 
erences, four letter only sample 
needed, 

Box 3905, ADVERTISING 


AGE, Chgo. 


Editer—Trade Journal—Real opportu- 


nity for young energetic man who 
knows his business. Include complete 
story of your past experience, edi- 
torial and merchandising, industrial 
fields in which you are trained. In- 
clude age and present salary. Harry 
lL. Peace, Publisher, 504 Pan-American 
Bidg., _ Ne w Orleans, La. 


“MEN TO WORK O 
ARMY VEHICLE M ANU ALS 


Have urgent need for parts catalog 
ompilers and instruction manual edi- 
tors for high-priority work on war 
products. Loop office. Opportunities 
for men up to age 65 who understand 
advertising production; publishing; 
specification lists; directory manual, 
or catalog production. 

Box 3907, ADVERTISING 


AGE, Chgo. 


HELP WANTED 
Artist for steady work on nationally 
known trade magazine located in 
New York; qualified in lettering, lay- 
out, some retouching. Write giving 
details, present salary for interview. 
Box 3908, ADVERTISING AGE, N. Y. 


CREATIVE COPYWRITER and lay- 
out man with proven ability. Expe- 
rienced in men’s wear advertising— 
gained thru former agency, depart- 
ment or men’s store employment. 
Nominal salary to start—permanent 
position with nationally known firm. 
In own handwriting, write com- 
plete personal and business history, 
draft status, and salary expected. In- 
clude recent photograph, and a bro- 
chure of printed pieces created by 
you in the past. We will return your 
samples. 
sox 3896, ADVERTISING AGE, Chgo. 
Young woman for secretarial work in 
Advertising Department. Should be 
neat appearing, pleasing personality 
and reasonably familiar with adver- 
tising technique. Excellent opportu- 
nity for further advancement. If in- 
terested please write briefly regarding 
your qualifications and salary ex- 
pected to start. Standard Industrial 
Products, Evansville, Indiana. 
POSITIONS WANTED 
Manager Advertising Detail-Produc- 
tion with two leading magazines. Re- 
sponsible for contracts copy 
ship makeup production agency 
tions, 
Box 3910, 


rela- 
ADVERTISING 


desires position 
firm .or war 
promotion or 
ment. B. 


with manufacturing 
industry, advertising, 
public relations depart- 
J. degree. 
Box 


3911, ADVERTISING AGE, 


RADIO DIRECTOR 


Keen showman will help some agency 
or station build greater profits & 
prestige. Has created & sold suc- 
cessful network & local shows. Sound 
ugency & station experience in sales, 
idvertising, merchandising. Highly 
competent writer & producer. Big 
time theatre background. Large ca- 
pacity for aware & responsibility. 
Draft exemp 

Box 3912, DVE RTISING AGE, Chgo. 


Salesmen Gain 
New Mileage 
Under OPA Ruling 


Washington, D. C., Jan. 12.—The 
salesman, who at times has felt like 
an orphan in the new era of em- 
phasis on essential occupations, re- 
ceived a bit of good news over the 
weekend in the form of an increased 
mileage ration. That is, provided 
the salesman lives outside the 17 
critical Eastern Seaboard states and 
the District of Columbia. 

Salesmen living outside this zone 
will be permitted 65% of their last 
year’s mileage, or 8,600 miles this 
year, whichever is less. The Office 
of Price Administration had origi- 
nally intended to include all sales- 
men of essential commodities in this 
order, but the need for increased 
tank-tightening in the East led to 
the exception of the 17 states. 

States in which the additional 
mileage will be denied are Con- 
necticut, Delaware, Florida, Georgia, 
Maine, Maryland, Massachusetts, 
New Hampshire, New Jersey, New 
York, North Carolina, Pennsylvania, 
Rhode Island, South Carolina, Ver- 
nont, Virginia and West Virginia. 


To Kenyon & Eckhardt 


John Barnetson, formerly with 
Vard Wheelock Company, has 
ined Kenyon & Eckhardt, New 


York, as a copywriter. 


Performance Is 
Featured in New 
Pesco Campaign 


Cleveland, Jan. 13.—Pesco divi- 
sion of Borg-Warner Corporation 
has expanded its list of national 
magazines and business papers, with 
January issues, to spread the story 


that in aviation, performance con: | 
“Performance | 


trols the air and 
Points to Pesco First.” 

The manufacturer of aircraft 
pumps and related accessories will 
carry its messages in leading avia- 
tion publications, in papers in the 
automotive and product engineering 
fields, and to executives through 
Fortune. The series of four-color 
advertisements depicts scenes fea- 
turing planes equipped with Pesco 
products, with copy playing up the 
responsibility of those on the home 
front in building these vital parts. 

Maintains Recognition 

The campaign is counted on to 
maintain recognition of Pesco 
pumps in wartime and to pave the 
way for later developments in the 
aviation and possibly other fields. 

The drive, which got under way 
in a limited fashion last September, 
used the old company signature, 
Pump Engineering Service Corpora- 
tion. In subsequent copy the name 
Pesco has been featured. 

Fuller & Smith & Ross 
agency. 


is the 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS ! 


REGINA 
CALGARY 
EDMONTON 
VANCOUVER 


woop will 


Le jon in 


‘18. 


WCOP - REPRESENTED dy 
HEAOLEY-REEC CO. 


ive you more, doliar or dollar, 


the East... make us 


William Gillespie 


General Manager 
of KTUL, Dies 


Tulsa, Okla., Jan. 14.—William C. 
Gillespie, vice-president of the 
Tulsa Broadcasting Company and 
general manager of Station KTUL, 
Tulsa, died at his home yesterday 
of injuries suffered in a fall. 

Mr. Gillespie, who was 38 years 
old, was the southwest regional di- 
rector for the National Association 
of Broadcasters and also regional 
radio consultant for the association. 
He was formerly connected with 
stations in Peoria, Ill., and several 
Iowa cities. 


BETHEL B. TATUM 

Miami, Jan. 13.—Bethel B. Tatum, 
79, former owner and publisher of 
the Miami Metropolis, which later 
became the daily Miami News, died 
here yesterday. 


C. S. RICHARDSON 


Aurora, Ont., Jan. 12.—Carleton 
Scott Richardson, president of Rich- 
ardson - MacDonald Advertising 
Service, Montreal and Toronto, died 
suddenly from a heart attack on 
Jan. 9 at his home here. 

Mr. Richardson joined the edi- 
torial staff of the London Adver- 


tiser as a young man, and later was | 


associated with the News Tribune, 
Duluth, Minn., and the Dispatch, St. 
Paul, Minn. Returning to Canada 
he became affiliated with the Phoe- 
nix, Saskatoon, and later was man- 
ager of Consolidated Advertising 
Agency, Toronto and Montreal. He 
had been president of Richardson- 
MacDonald since 1937. 


HARRY M. MARGULIES 


Chicago, Ill, Jan. 11.— Harry 
Martin Margulies, vice-president of 
Guenther-Bradford & Co., Chicago, 
died of a heart attack on Jan. 10. 
Mr. Margulies, who was 46 years 
old, had been with the agency since 
1918. 


JAMES A. YOUNG 


Santa Monica, Cal., Jan. 12.— 
James A. Young, who came to the 
West Coast last year to operate his 
own office as publishers’ represen- 
tative, died here Jan. 8. He was 69. 

Mr. Young and Harley L. Ward, 
Chicago publishers’ representative, 
joined forces in 1920, maintaining 
their office in Chicago until the 
partnership was dissolved in 1928. 
Mr. Ward continued the business 
under his own name. 


WILLIAM M. ALLEN 
Merrill, Wis., Jan. 12.—William 


M. Allen, 85, retired editor and pub- 


lisher of the former Star-Advocate, 
died here Jan. 8. Mr. Allen started 
the Merrill Star in 1897, and later 
combined it with the Advocate. He 
retired from newspaper work in 
1936. 


Mullen Named Director 


Frank E. Mullen, vice-president 
and general manager of National 
Broadcasting Company, New York, 
has been elected a director of the 
company. 

Mr. Mullen joined NBC in 1926 
and served first as director of agri- 
culture in Chicago, then as New 
York manager of the RCA depart- 
ment of information. In 1939 he was 
named vice-president of RCA and 
in 1940 was promoted to his present 
position with NBC. 


THE 5000 WATT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 


New Hampshire plus Vermont 
won't give you WHBF’s radio 
homes coverage. 


WHBF 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TIME 


censor- | 
AGE, N. Y.| 


Ad Manager on Daily 9,000 circulation | 


Good personality. | 


Chgo. | 


* %*® Every halftone or zinc that’s rushed 
through on a special plate—instead of being 
efficiently grouped with other negatives— 


wastes METAL, CHEMICALS, MANPOWER. 


throwing all the rest away. 
Engraving Industry needs YOUR help in 
making war-restricted supplies cover every- 


body’s plate wants. Plan ahead to avoid 


SUPERIOR ENGRAVING CO. 


Here’s What Happens When You Say: 


hurry-up servi 


waste—and 


It’s like taking one bite out of a cookie and 


The Photo- e . 


Superior’s one-responsibility service—layouts, 
art work, photography, engraving, ad-setting, 
all under one roof—will often eliminate the 
“RUSH” 


need for 
time-saver a 


L 


215 WEST SUPERIOR STREET - 


needless “RUSH” demands. Extend your 


delivery time on normal work. Ask for 


ce only when vital. Haste makes 


waste never won a war! 


See what a 


it can be! 


plates. Try it. 


nd an overtime-saver, 


CHICAGO 
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Chenery, Anthony Senator-Lawyer 


Become Publishers Renews Demand 


at Crowell-Collier 


New York, Jan. 13.—William L. | 


Chenery, former editor, 


for FCC Probe 


Washington, D. C., Jan. 14.—Rep. 


has been) , Eugene Cox, of Georgia, today re- 


named publisher of Collier’s and|newed his demand for a Senate 
Edward Anthony, previously pub-| investigation of the Federal Com- 


licity director 


of Crowell-Collier | munications Commission and urged 


Publishing Company, has been ap-/|that the House lighten the bureau- 


pointed publisher of Woman’s Home 
Companion. 
Mr. Chenery has been succeeded 


by Charles Colebaugh, 
managing editor, while 
Chaplin, formerly Mr. Anthony’s | 


assistant, will take over as director 
of publicity. 
“All appointments,” 


| 


| 


formerly | fused to 
Richard | persons he 


| 


said Thomas | 


H. Beck, president of Crowell-Col- | 


lier, “were promotions well earned 
and well deserved.” Mr. Chenery 
has been editor of Collier’s since 
1925 and Mr. Colebaugh has been 
managing editor since 1926. Mr. 
Anthony started with Crowell-Col- 
lier in 1924, Mr. Chaplin in 1935. 

Mr. Beck, formerly publisher of 
Collier’s in addition to being presi- 
dent of the company, and J. A. 
Welch, who was publisher of Wo- 
man’s Home Companion, besides 
being a vice-president, will here- 
after devote their entire effort to 
executive duties. 


cratic controls by the process of 
impeachment. 

Although the congressman _ re- 
identify the person or 
believes should be 
impeached, his attack followed the 
disclosure yesterday in FCC’s inves- 
tigation of the Albany Herald Broad- 
casting Company that the company 
had paid Rep. Cox $2,500 for legal 
services he could render “in an 
ethical and legal manner,” which 
would not conflict with his status as 
a member of Congress. 

The feud between Rep. Cox and 
Chairman James L. Fly of FCC is of 
long standing. When reporters asked 
the Georgian to name the bureau- 
crats for whom impeachment was 
sought, he snapped, “You can draw 
your own inferences.” 

I. C. Gortatowsky, a stockholder 
of the broadcasting company, which 
operates WALB, testified that stock- 


| holders of the station had approved 


the payment of the $2,500 to Rep. 
Cox. 

Meanwhile, special counsel for the 
station, which seeks to renew its 
license, declared that FCC investi- 
gators were more interested in “get- 
ting something on” Rep. Cox than 
in the station’s business. This im- 
plication was denied by Marcus 
Cohn, FCC counsel, who said that 
failure of the station’s records to 
show Arthur Lucas and W. K. Jen- 
kins as stockholders prompted the 
commission’s inquiry. 


Coonley Heads WPB 
Conservation Division 


Howard Coonley, former chair- 
man of the board of the Walworth 
Company and past president of the 
National Association of Manufac- 
turers, has been named director of 
the War Production Board’s con- 
servation division. 

He will continue to direct the 
WPB standardization and simpli- 
fication programs. Salvage opera- 
tions were placed under Paul C. 
Cabot earlier in the week. 


Essex Resigns 


H. S. Essex has resigned as pro- 
duction manager of Case-Shepherd- 
Mann, New York, business maga- 
zine group. Mr. Essex has not de- 
cided upon his future plans. but 
temporarily has opened an office at 
509 Fifth Ave., New York. 


Th SURVEY, the first of its kind ever under- 
taken under the auspices of a nationally 
known research organization, covers the 
whole range of the social and economic status, 
the buying power and buying habits of 
Forward readers; the foods, drugs, toiletries, 


household and other merchandise they buy; 


the stores they patronize. 


_ JEWISH HOMES 


ae 3 ia 


- 
ge eee 


JEWISH DAILY FORWARD 


is pleased to announce the completion of the 
SURVEY of its readers made by the » » » 


HOOPER-HOLMES BUREAU, INC. 


largest and 


will give advertisers and advertising agency | 
executives a vivid and concise picture of the 
Jewish market, one of the most concentrated 
and important segments of the Greater New 


York market . . . as represented by the 


most influential newspaper | 


in the Jewish field. » » » » 


SEND FOR THIS SURVEY on your business letterhead 


re JEWISH DAI 


LY FORWARD 


ake. preatereh, Sse Wark: Giey. 


jany board demand that employes 


| 


| wants workers to join a union and 
favors the closed shop. 


|to oppose this 


|'whom the President has 


| staff of Batten, Barton, Durstine & 


This comprehensive, illustrated er | 


| the Hobo bread campaign and pre- 


|Wasey & Co., 
| Hanson was in charge of men’s wear | 


| inadvertently omitted from the 
| media lists reported in the Dec. 28 


Stearns Names Brewster 


Ward Uses Dailies 
to Present Case 
Against Board 


Chicago, Jan. 13.—Montgomery 
Ward & Co. stuck to its guns in its 
fight with the War Labor Board this 
week, again resorting to the me- 
dium of paid space to present its 
case to employes and the public. 

The board has called a hearing in 
Washington, D. C., tomorrow to 
determine whether employes of the 
mail order company’s six large 
stores in Denver, Detroit and New 
York City must maintain union 
membership. President Roosevelt 
previously had ordered the company 
to adopt what it condemns as “this 
form of closed shop” for its Chicago 
plant. 

Scheduling large space in almost 
900 newspapers, including all cities 
where it operates plants and stores, 
Ward addressed an_ eight-point 
statement to its employes Monday 
and Tuesday. The same arguments 
were incorporated in a brief filed by 
Ward attorneys with the board. 


Promises New Fight 


Again declaring that employes 
are free to join or not join a union, 
the company insisted that under the 
Chicago order it is compelled to dis- 
charge every union member who 
fails to maintain his union member- 
ship in good standing and that “this 
making of membership in a union 
a condition of holding a job is the 
closed shop.” 

With regard to the new hearing, 
the company said, it will continue 
“illegal and uneco- 
nomic requirement” and will reject 


|be discharged because they fail to 
|maintain union membership. The 
company added that Ward is the 
| only retailer in the country “upon 
imposed 
any form of the closed shop” and 
“it is unfair to impose burdens upon 
Ward and not upon those with 
whom it is in competition.” 

In Washington, Frank P. Graham, 
board member representing the 
public, criticized the Ward state- 
ment as “inconsistent” and said it 
incorrectly indicated that the board 


Miss Green Succeeds 
Hill at Tide Water 


Mabel Green, newly-appointed | 
editor of “Let’s Get Associated,” | 
Tide Water Associated Oil Com-| 
pany’s monthly dealer magazine, | 
has taken over the duties of Martin 
Hill, who is now serving in the| 
Navy. 

It was incorrectly reported in the 
Dec. 28 issue of ADVERTISING AGE 
that Miss Green succeeded Harold 
R. Deal. Mr. Deal, who has been 
manager of advertising and sales 
promotion of Tide Water for the 
past 17 years, continues in that posi- | 
tion. 


Three Join BBDO 

in Minneapolis 
Robert M. Howe, Carl N. Hensel 

and Algot Swanson have joined the 


Osborn in Minneapolis. 
Mr. Howe was the originator of 


| viously wrote promotion for Neiman 
| Marcus men’s shop in Dallas. Mr. 
Hensel formerly was with Erwin 
New York, and Mr. 


advertising for the New York Sun.| 


‘True Story’ Carries 
Sunkist Lemon Campaign 


The schedule for 1942-43 winter 
advertising of Sunkist lemons, mar- 
keted by California Fruit Growers 
Exchange, includes True Story. 

The name of the magazine was 


issue of ADVERTISING AGE. 


Rafael C. Brewster has been ap- 
pointed general sales manager in 
charge of sales and advertising for 
Frederick Stearns & Co., Detroit 
pharmaceutical manufacturer. Mr. 
Stearns has been conducting a pro- 
gram of expansion of research and 
products for the company. 


WPB Advances 7 
Three Executives 


to New Positions 


Washington, D. C., Jan. 14. The 
advancement of three men 


vel 
known in the promotion field a 
announced by the War Producti, 
Board this week. 

John R. Kimberly, formerly lep. 
uty director general of industry 
divisions, has been named assistan; 
director general for operations 


WPB. Mr. Kimberly, who joineg 
the Office of Production Mar 
ment in November, 1941, as a 
sultant in the industrial and office 
machinery branch, was formerly 
with Kimberly - Clark Corporation, 
Neenah, Wis., paper company. 

J. Widman Bertch has beep 
named deputy director of the 
newly-created salvage division of 
WPB. Before joining WPB last 
March, he was vice-president of Lee 
& Erzon Advertising Company, De- 
troit. Previous to his appoint- 
ment as deputy director, he had 
been serving as chief of the specig| 
projects salvage branch. 

Arden Yinkey Jr., who will suc- 
ceed Mr. Bertch, has _ previously 
been his deputy. Before joining 
WPB last May, Mr. Yinkey served 
with the Crowell-Collier Publishing 
Company in New York and Detroit 


Leonard Dreyfuss 
Gets Civic Award 


Leonard Dreyfuss, president of 
United Advertising Corporation, 
Newark, and New Jersey’s Civilian 
Defense director, has been named 
“Outstanding Citizen of 1942” by 
the Advertising Club of Newark. 

The Newark club gives this an- 
nual award to the person who has 
contributed most in the State of 
New Jersey for public service. The 
presentation will be made at a 
luncheon Jan. 27 at which promi- 
nent citizens, including the gover- 
nor, will be present. 
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PHOTOGRAPHIC 


ADVERTISING AGE 


REVIEW 


F THE WEEK 


PACKAGE CHANGE 


NEW TECHNIQUE CREATES UNUSUAL SOFTNESS 


One of the photographic illustrations being used in the new Formfit campaign, 


in which an unusual paper negative technique is used to create a feeling of 
softness reminiscent of artwork. (Story on Page 10.) 


NAME AND SERVICE COPY 


eer omens 


~~ 
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Y Now its Tank Destroyers 


ome REND MOCO COMPANY. Camctond 3 


The Army's rolling to Alaska... 
on the road that “couldu't be built” 


POR MORE THAN 40 YEARS THE GREATEST NAME IN TRUCKS {s FOR MORE THAN 48 YEARS THE GREATEST WAME IN TRUCKS / . 


While continuing to keep its name before the public during 1943, White Motor 

Co. will keep on hammering the theme that conservation of trucks is vital in war- 

time. The White plan of cooperative truck conservation will again be emphasized. 
(Story on Page 9.) 


| rere | 
~~ — 


EY. 


Our pal, ivan Oxbrain, ignores safety rules 

As intended for morons and children and fools. 
So he never wears goggles, and aims to wind up 
On the street with o cane and a dog and tin cup. 


Our pal, Ivan Oxbrain, is all out for war; 
So much out he stays out from work, more and more. 
The things he don't make on his days on the loose 
Are helptul to Hitler and Tojo and Muss. 


To conserve materials, Davenport Hos- 
iery Mills, Chattanooga, has designed a 
new package for Humming Bird hosiery 
to hold six pairs instead of the custo- 
mary three. Old and new designs are 
shown above. Rayon hosiery will go 
into the new red, white and green pack- 
age. Liller, Neal & Battle, Atlanta, 
handles the account. 


PLAN PROMOTION 


NATIONAL 


CHERRY WEEK 
wl FEB. 5-22 ™ 


*** SPECIAL ALL WEEK *+** 


Despite the fact that the armed forces 
will get a huge slice of the ‘42 canned 
cherry pack, plans are being made for 
extensive promotion of the |2th consecu- 
tive Cherry Week, which is scheduled for 
next month. Window streamers, menu 
stickers, cherry recipe booklets and coop- 
erative tieups with other industries have 
been planned by the committee repre- 
senting more than 150 cherry canners. A 
natural color photograph was used for 
this red-white-and-blue streamer. 


Our pal, Ivan Oxbrain, no pride in his skill, 
Does all his work over and over again. 

He piles up the bum ports and rejects, until 
He's known all around as Old IF, AS and WHEN. 


The geezer who does everything he shouldn't and neglects what he's supposed to do, Ivan Oxbrain, now has a big order to fill. 
Created for one client of Fuller & Smith & Ross, Cleveland, his exploits will be publicized on these and other posters by several 
clients of the agency. (Story on Page 28.) 
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Home of Tomereour.. pi 


WITH WAR BONDS BOUGHT TODAY! 


LevshnAthang 


Ds” eee Gon ohn aw ited #3 
CELOTEX 2 | 


} ROOTING INSULATING BOARD 
4 ROCK WOOL - GYPSUM WALLBOARD - LATH 
PLASTER - ACOUSTICAL PRODUCTS 


A preview of new and better postwar homes—within the reach of the average 
American family—dominates this spread in the Jan. 23 Saturday Evening Post. 
It opens an extended drive by Celotex Corp., Chicago. (Story on Page |.) 


BROADCASTERS FOLLOW PETRILLO HEARING 


In the front row at the Senate interstate commerce committee's hearings in Wash- 
ington last week on the American Federation of Musicians’ recording ban were 
Earl Gammons, manager of the Washington office of CBS; Neville Miller, NAB 
president; Sidney M. Kaye, special NAB counsel; Maurice Mermey, partner of 
Baldwin, Beach & Mermey, New York publicity agents employed by the NAB for 
the AFM controversy; C. E. Arney, NAB secretary; Joe Miller, NAB labor rela- 
tions director; Russell Place, NAB counsel; and Joseph Ream, CBS vice-president. 


G-E CONSUMER SERVICES EXPANDED 


eo titties 
; 


GENERAL QP ELECTRIC 


General Electric Co. took the center spread in the Jan. 9 Saturday Evening Post 
to explain expansion of its help to wartime homes through the G-E Consumers 
Institute at Bridgeport, Conn., where its appliance and merchandise department 
is located. An appeal to buy bonds is included, with the advice that they will 
help pay for Victory homes in "a whole new age of electrical living.” 


NABISCO CRACKERTONES IN FABRIC 
» LWESCO Filia » CoachRimane) y 


EMILUM 


RACKERS 


@ RITZ GoLO 

@ VUNEBOA wire 
@ GRAHAM TAN 
@ FIG wEWTON BROWN tenet © 
@ SUGAR WAFER StrGe 


tis 


Wesco fabrics by Weil & Schoenfeld, colors by National Biscuit Co., and patterns 
by McCall are combined in this photo-mural for display in retail outlets of Wesco 
fabrics. Crackertones are slated for department store fashion copy. 
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w the beginning the neighbors all thought he was 
+ mad. He was laughed at, and even reviled. 


Aod Luther Burbank was mad... mad about an idea. 
It was an idea that had burst upon him one day, in his 
youth, when he stumbled across and read a book by 
Charles Darwin. 


This idea was that variations in plants and animals were 
the result of cross-breeding; and that by controlling and 
fixing these cross-bred variations, man could make his 
plants and animals almost to order. 


With genius and patience, Burbank pursued that idea 
for the rest of .his life. It made him “the Wizard of 
Plant Life”. . . one of the two or three most admired 
men in America... the gardener to whose gate all the 


world beat a path. 


Burbank, himself, gave all the credit to his reading. 
“When inspired by Darwin,” he said, “my career was fixed, 
my path in life clearly indicated ...1 doubt if it is possible 
to make anyone realize what this book meant to me.” 


y ’ ’ 


LOOK NOW FOR A MOMENT at the present and potential power 
of this habit of reading in the America of today. 


Burbank saw in this country the greatest experimental garden 
in buman life which the world has ever known. “In this great 
garden,” he said, “we have cross-fertilized races and tribes and 
the people of every nation.” 

Think of the job this poses for the editor of a publication read 
each week in more than 7,500,000 homes . . . especially for one 
who would bring to every individual in this great human garden 


. The BOOK that fertilized 
the mind ofa WIZARD 


the kind of mental food he is ready for . . . plus the kind of stimulus 
Burbank found in his reading. 


The eternal and universal themes, that deal with the loves, 
crimes, intrigues, adventures and romances of mythical people 
and which flow luridly from the pen of the fiction writers, become 
realities in The American Weekly . . . because here they have to 
do with the loves and romances and intrigues of real people. 
These glamorous pages depict life in all its phases and are “the 
plain man’s Shakespeare.” 


Then, there are the pages devoted to food and cookery, home- 
making, child care, beauty treatment and the welfare of the human 
being. They remind one of what the great Justice Holmes once 
said: “How large a part of the time and thoughts of even the best 
of us are taken up by animal wants.” 


Finally, in The American Weekly are pages which lift people 
out of themselves and lead them to new horizons in the fields of 
education, science, art, medicine, philosophy, archeology and 
religion. These are so authoritative and advanced that educa- 
tional institutions use them in their classroom work, but so 


THE 


Greatest 
Circulation 
in the World 


Branch Offices: Heanst Bunc., Cuicaco 
Gevenat Morons Baoc., Dernorr .. 


> a, 


ERICAN 
= EAWEEKLY 


“The Nation’s Reading Habit’”’ 
Main Office: 959 Eighth Avenue, New York City 


5 Wovrunor Souans, Bosros ... Ancape Bupc., St. Lous... Hanya Bunc., Crzvetanp 


NOL Manterra Sr.. Artayta... Eotson Bunc., Los Anceres... Heanst Bupc., San Francisco 


Young Burbank’s discovery of the book that set his course in life. 


simple that all may read and understand. 


Who can measure the full social significance of such a publica- 
tion . . . distributed from coast to coast through 20 great Sunday 
newspapers .. . to more people, by far, than read any other na- 
tional medium . . . building the reading habit of a Nation. . . 
stimulating the minds of millions .. . every week? 

y ry y 
The national advertiser who consistently associates his product 
with such an institution is tying up with the greatest force 
known in advertising. He is making his advertising message, 
like the rest of The American Weekly, the week-after-week read- 
ing HABIT of more than 7,500,000 families. 


Cock-A-Doodle-Doo! 


=" in 1942 vs. 1941 The American Weekly gain in odvertis- 
ing linage and revenue was the largest of any major no 
tional publication. December, 1942, advertising revenve was 
the highest of ony previous December. 
The circulation of The American Weekly is now the greatest 
in its history. 
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